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YOUR CUSTOMER 
HAD TO PAY THEM! 


Sell him fuses which Eliminate 


Needless STOPPED TIME 


Workers STOPPED by a blown fuse means lost pro- 
duction—but wages go on. Show customers. how 
needless stops can be eliminated by fuses which pro- 
tect TIME as well as motors—and see your fuse sales 
jump. 







Modern Jefferson Super-Lag Fuses protect TIME. 
They do not blow the moment current rises—do not 
stop the motor if the overload is only temporary. But 
they operate positively before the overload has time 
to become dangerous. It is this ‘‘wait’’ which gives 
the motor a chance to recover speed—which elimi- 
nates needless STOPPED TIME. 


Jefferson Super-Lag Fuses are made in both knife- 
blade and ferrule types, in all capacities to suit every 
customer need. Speed up fuse sales by selling TIME 
protection along with motor protection. 


FUSE CHART HELPS 


The Jefferson Fuse Chart tells at a glance the proper size fuse 
to use for adequate protection——help for you, help for your cus- 
tomers. Get your Fuse Chart No. 19 today. 


JEFFERSON ELECTRIC COMPANY R, 
BELLWOOD (Suburb of Chicago) ILLINOIS 

Canadian Factory: 535 College Street, Toronto —=tc«nn 
lag by absorbing temporary heat rise. 


This time-lag prevents the fuse from E el 


blowing on harmless temporary overloads eI g 
saves needless STOPPED time and u RENEWABLE 
link replacements. 


— ee 


mm SCem 
Nimes lh 





The secret of Jefferson Super-Lag per- 
formance is in the lag plate on the Super- 
Lag link. This plate delays the normal 
fuse action, provides a time interval or 
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SQUARE D 


SWITCHES FOR on a cela 


terior. Isn't that an easy 


wiring job? 


WATER HEATERS 


@ Every indication points to a banner year 
for domestic electric water heaters. The 
power companies are driving ahead with 
active sales campaigns for water heater 
service. There will be a big demand for the 
right kind of disconnect switches and 
Square D has exactly the switches which 
can be used to the best advantage and 
installed on the most profitable basis. 


The new Square D Swing-out Interior Switch 
meets the usual requirements and the 
swing-out feature cuts the wiring time in 
half. ® 


Or, if your power companies have standard- 
ized on special switches for water heater 
disconnect, Square D can supply them. Two 
of these special switches are here illustrated 
—one, a dual switch for controlling two-ele- 
ment heaters or for operating the heater on 
off-peak with supplementary service from 
the general service meter; the other, an 
accessible main fuse switch for separate 
off-peak water heater service. 


Whether your power companies have a flat 
rate or an off-peak rate for water heaters, 
Square D makes a switch to meet the re- 
quirements. Also a complete line of range 
and lighting combinations with special 
provisions for water heater connections. 
(Reference Cat. No. 39582-K.) 


Now is the time to check your stock of 
switches. Call in a Square D man. 


2 QUARE J] COMPANY 


DETROIT yogpMILWAUKEE 
er li GOAN  §@§©6©69'’GISCONS IN 


SQUARE OD COMPANY, INC., LOS ANGELES, CALIFORNIA 
SQUARE OD COMPANY CANADA.-LTO. TORONTO, ONTARIO 


A dual combination 
switch for two-ele- 
ment water heater. 


An accessible main fuse switch 
for separate off-peak hot water 
heater service. 
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SQUARE TF) COMPANY 


ELECTRICAL EQUIPMENT 
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Write Your 


ONGRESS has shown a tendency in recent 
weeks to listen to the folks back home, to 
give consideration to the desires of its con- 

stituents. Instead of giving “rubber stamp” ap- 
proval to bills sponsored by the Administration, 
which would have drastic and far-reaching effects 
on American business, present indications point 
to extensive debate with final action deferred, 
perhaps until June. 

This delay provides electrical wholesalers with 
an opportunity to address personal letters to their 
senators and congressmen setting forth how their 
own business would be damaged by specific bills. 
Individual letters and, where possible, personal 
calls, will produce results. The utility companies, 
seriously threatened by a holding company bill 
that would have paved the way for Federal own- 
ership and operation, brought about a mass attack 
by their security holders on the men in Congress. 
This attack has proved effective in changing Con- 
gressional sentiment and, as a result, the bill as 
finally passed will probably be far less dangerous. 

Likewise, the construction industry by bringing 
pressure on individual senators, succeeded in hav- 
ing the prevailing wage clause deleted from the 
Works Relief Bill. 

Perhaps of greater concern to the electrical 
wholesaler at the moment is the fate of NRA. 
Does he want the codes continued, or does he 
want to go back to antiquated anti-trust laws and 
cut-throat competition? Congressional sentiment 
just now is anti-NRA. If business men want their 
codes continued and so advise Congress, then this 
sentiment will change—and there is yet time to 
change it. Unless it is changed, there is grave 
danger that a new labor law will supersede NIRA, 
leaving trade practices in the hands of the Federal 
Trade Commission and subject to the anti-trust 
laws. 

From the start, we have been pro-NRA, be- 
cause we have believed in its principle and objec- 
tives. Failure to attain these objectives has been 
due, not so much to faulty legislation as to faulty 
administration. Trade practice provisions were 
inserted in codes to enable business to earn a fair 
and reasonable profit in order that it might ab- 
sorb the burden of higher wages and shorter 





Congressman 


hours. While NRA has vigorously enforced 
wage and hour provisions, it has ‘“‘stayed” certain 
trade practice provisions and has remained indif- 
ferent to others. As a result, the majority abid- 
ing by their codes have lost out to the “‘chiseler,”’ 
who has been permitted to carry on unmolested. 
The Eastern Electrical Wholesalers Associa- 
tion has endorsed a vigorous protest of the ad- 
ministration of NRA, prepared by its managing 
director, G. V. Weir. This protest, which chal- 
lenges recent statements by Donald Richberg, 
lawyer chief of NRA, has been addressed to the 
President. Copies have been sent to key men in 
Washington and to other wholesaler groups. 


Pas action by EEWA should be followed up by 
every electrical wholesaler who believes that 
NRA should be continued and that an aggressive 
business leader, rather than a lawyer or economist, 
be selected and given a free hand to straighten 
out the present confusion within NRA; a man 
big enough to make decisions on matters of policy 
and to stand squarely behind them, a man who 
can build an organization that will carry out both 
the letter and spirit of the Act, an organization 
that will speedily solve such problems as overlap- 
ping codes and multiple code assessments, that will 
secure compliance with all trade practice pro- 
visions, as well as those pertaining to hours and 
wages. 

Identical letters have a negative effect on Con- 
gress. They are too often the result of organized 
propaganda. Communications from trade asso- 
ciations are not always taken seriously, but indi- 
vidual letters from business men themselves have 
a tremendous effect on the men in Washington. 

If you believe in an NRA that is capably ad- 
ministered, write both your congressman and sen- 
ator. Tell them so in your own words, and tell 
them how NRA, as it has been administered, has 
developed a ‘“‘chiseler’s paradise.” 
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ern gift. 


Free Dealer Helps 


This big stand-up display,—36” high 
by 24” wide—will drive home the 
thought of giving Mother a Hamil- 
ton Beach food mixer. Free on 
request. 

A special circular, with dealer’s 
imprint, is ready for dealer distribu- 
tion. Free on request. 

Mats for dealer newspaper adver- 
tisements are similar to our maga- 
zine advertisements, and will tie-up 
with our National Campaign. Free 
on request. 

All this material has been pre- 
pared especially for Mother’s Day 
business. It is furnished to dealers 
free. 


Our Wholesaler- 
Retailer Policy 


Hamilton Beach Appliances are distributed on a clean-cut Wholesaler-Re- ment. Adjustable to wear. Baked ivory 
tailer Policy. All inquiries are referred to dealers—We take no orders. We enamel finish. 5 Applicators. Packed in 
are 100% for price maintenance. This policy gives everyone a full profit on 
every sale. Hamilton Beach Company, Racine, Wisconsin. 


HAM I 


REMIND YOUR CUSTOMERS 
TO TIE-IN WITH OUR BIG 
MOTHER’S DAY PROGRAM 


@ Mother’s Day is a national gift time 
—and a Hamilton Beach Food Mixer, 


Cleaner or other appliance is the mod- 


advantage of the effort we are making 
to help them get this business. You can 
help your customers by reminding them 
to tie-in with our Mother’s Day Pro- 
gram—to encourage them to use the 
display and mailing material we have 


prepared for them. 















Wide-awake dealers will take 


















WE ARE TELLING 40,000 DEALERS . . . 9,000,000 HOMES 


Trade paper advertisements, featuring the “Mother’s Day” gift idea, will reach 
40,000 dealers . . . Samples of our “Dealer Help” material will be sent to 
18,000 retailers who are now handling Hamilton Beach appliances . . . and 
national advertising, suggesting Hamilton Beach appliances for Mother’s Day 
gifts, will reach 9,000,000 homes during the latter part of April and early May. 












ANNOUNCING 


A NEW 

MOTOR- 

DRIVEN 
VIBRATOR 
FOR ONLY 


$935 


The New Type 
“K” vibrator 
is another 
Hamilton 
Beach _profit- 
maker. There’s a big demand for a motor- 
driven vibrator selling under $10.00—and 
here it is. Powerful Hamilton Beach uni- 
versal motor. Toggle-type vibrating move- 





strong, attractive card-board box. 
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Some Present Tendencies In 


Electrical Distribution 


While appliance lines have enabled the electrical wholesaler 
to carry on during the depression, his supply business is coming 
back. Only by properly balancing his merchandising efforts 
between appliance and supply lines can he expect to retain his 
dominant position in the distribution of electrical supplies and 
to successfully combat the encroachment of others in this field 


By V. M. MILLER 


Manager, Portland, Ore., Branch, 
North Coast Electric Co. 


MONG electrical supply lines depression items 
Awe been almost non-existent. There has been 
nothing that the wholesaler could lay his hands 
on that would move relatively better in such times and 
help bolster up his declining volume of sales. On the 
other hand, appliances have responded so well to intelli- 
gently directed efforts that, unquestionably, many whole- 
salers owe their very existence today to their activity in 
that branch of their business. Not only have appliance 
sales quickened encouragingly at the first signs of 
loosened spending money, but even in the depths of de- 
pression there were bright spots. Washing machines, 
for example, took on a new lease on life at the very time 
when incomes were lowest and the necessity for econo- 
mizing was most urgent. 

The refrigeration industry experienced its greatest 
period of development during the depression and prom- 
ises well to become one of the major factors in leading 
the country back to prosperity. Having a definite appeal 
of economy and health preservation, it became recog- 
nized as a sound investment and a necessity instead of a 
luxury. With sales so far below saturation, it presented 
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the most attractive possibilities in 
the merchandising field. 

There has been plenty of tempta- 
tion, therefore, to build the appli- 
ance department out of proportion 
to the supply department. Many old- 
line wholesalers have become spe- 
cialty houses to the same extent as 
the corner drug store, where the 
drug department is a row of dust-covered bottles back 
in a corner out of sight. 

How well the average supply wholesaler qualifies in 
his new role and whether he can function successfully 
over a period of years, only time will tell. His history is 
interesting, but it is confusing. It is not so very many 
years ago that electrical appliances were making their 
first real bid for public recognition. At that time, the 
electrical wholesaler was looked upon as the logical outlet. 
Whether through his own negligence or due to other 
conditions, there came a right-about-face, especially in 
the major appliance field. When it came to wholesale 
distribution with many new manufacturers in the field it 
seemed as though they turned to almost any one but the 
electrical wholesalers. Perhaps the principal reason was 
the fact that, before the depression, the supply business 
was sufficient unto itself and there was not the necessity 
to experiment in unfamiliar fields. So, apparently, the 
electrical wholesaler was losing out on a very profitable 
end of the business. The changing conditions of recent 
years, plus resourcefulness and initiative, have put him 
back in it again, and it is our feeling that this time he 
is here to stay. 

Identified, as our company is, with several of the best- 
known nationally advertised lines, we have fallen in 
with their sales promotional programs, and try to func- 


5 






















































tion there in every detail. A few weeks ago I found 
myself, an electrical wholesaler, out on a public stage 
introducing a show—an extravaganza—and almost 5,000 
of the public were there in front of me, filling every 
corner of the auditorium. I was doing my part before 
the public to help one of our largest suppliers in one of 
the elements of his appliance educational campaign. 

I could not help but think how utterly different was 
my position at that moment than it would have been five 
or six years ago. In those days, the wholesaler seldom 
met the public. They scarcely knew about him except 
in some vague way as an undesirable middle man. Now, 
however, wholesalers are expected to step up before 
microphones and be at ease before the multitudes, almost 
the same as politicians. Probably many of you who have 
been placed in similar positions have had somewhat the 
same inward feeling concerning these changing times. 

But, in spite of “public appearances,” and the “we 
have with us tonight the wholesaler: himself, in person” 
elements that are entering our business, we are trying to 
maintain our headquarters so that they have the appear- 
ance of an electrical supply house. While there are a 
few appliances to be seen on entering our front door, the 
main display and dem- 
onstration room is in 
another part of the 
building. When our 
good customers, the 
contractors, come into 
our place of business, 
we want them to feel 
at home, and to feel, 
as we sincerely do, 
that their business is 
one of the prime rea- 
sons for our exist- 
ence. To that end, we 
have even made some 
changes in the ar- 
rangement of our 
quarters, so that a more representative open stock and 
more convenient counter are there for the benefit of the 
city contractor. 

It may be that the supply business will never offer 
quite the same attractive possibilities as once existed, but 
to keep the supply department up to the minute in organ- 
ization and, as far as possible, in stock, seems to me to 
be necessary as a sail to windward. The wind is surely 
going to change. Already there are indications of it. 
Year in and year out, the supply business is a good 
reliable old business after all, and it is evident we have 
passed through the lowest point of the curve. To be 
ready to take advantage of whatever opportunities the 
future may hold, will cost money. It is something in 
the nature of the “readiness to serve’ function of the 
power company. But the readiness to serve will profit 
the wholesaler eventually, just as it does the utility com- 
pany. If we do not look to the future we are adrift on 
an uncharted sea. 

Perhaps the most important lesson that we should 
learn from these diversified experiences is the need for 
specialization. There is a certain amount of interchange- 
ability as to salesmen working on both supplies and ap- 
pliances, but there should be specialists in both branches 
who do not work outside of their own departments. By 
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V. M. Miller, manager, North Coast Electric Co., Portland, Ore. 













applying some of the methods used in appliance selling 
to the supply department, there is no doubt that much 
can be accomplished. Particularly those things that have 
a definite appeal should be capitalized and concentrated 
upon and used as door openers to other business. This 
is nothing new, of course, but when building was at high 
tide, when orders for standard supplies were coming in 
with little effort and things were rosy, there was a ten- 
dency to look upon the promotion of these relatively 
small items, even if of wide appeal, as an unnecessary 
waste of time. They have a new significance now and 
modern merchandising methods can be applied with tell- 
ing effect. 

Unless eternal watchfulness prevails the same chang- 
ing conditions that put the supply wholesaler back into 
the appliance business, will work toward depriving him 
of a great deal of the supply business he long controlled. 

It is a fact that a great amount of the smaller electrical 
supplies are going out through chain and department 
stores, which he does not control. Call it “sub-standard” 
or “bought at a price” material, or whatever you wish, 
but it takes the place of the merchandise we have been 
handling. There are also other than electrical wholesalers 
who have broken in 
or are seeking to. In 
any of the principal 
cities a complete list 
of those engaged to 
some degree in the 
electrical wholesaling 
field would be a reve- 
lation and a shock to 
many of us. A list of 
concerns recognized by 
some manufacturers 
as wholesalers would 
be an even greater 
surprise. Individually, 
these outlets do not 
appear to be much of 
a factor and the tendency has been to ignore them, but, 
collectively, they account for an astonishing portion of 
the available business. 

Whether this is the fault of the legitimate wholesaler, 
or is something for which the manufacturer is solely 
responsible, the facts are here and must be dealt with. 
Probably, both are to blame—the wholesaler for lack of 
aggressive interest—the manufacturer for failure to rec- 
ognize that a breaking down of the natural channels of 
distribution of this merchandise will ultimately create a 
condition of chaos and confusion. It is true that there 
are many lines with too many manufacturers and not 
enough wholesalers to go around, but some of the outlets 
established recently are about as logical as we would be 
selling a line of canned fruits because some cannery was 
unable to find an outlet among the wholesale grocers. 

We do not believe in overlooking these tendencies or 
assuming that they represent something that cannot be 
helped. There is only one answer, and that is to give the 
supply end of the business the same attention, put into it 
the new knowledge that we have obtained in other lines 
of merchandising and, when our house is in order, we can 
expect and demand the help of the manufacturer in keep- 
ing the distribution of electrical products in the proper 
and logical channels. 
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E IGHT definite policies which are 
followed by a wholesaler executive 
with many years’ experience in select- 
ing and managing salesmen who cover 
the large territories of the northwest 





George H. Young, manager, Portland, Ore., branch, Marshall-Wells Co. 


Handling Territorial Salesmen 


By HENRY W. YOUNG 


luth, Minn., has branches in many of the western 

states. While primarily a hardware distributor, this 
company is now largely departmentalized and handles 
electrical supplies on a large scale in all districts. 

George H. Young is manager of their Portland, Ore., 
branch. In that capacity and his previous one of sales 
manager he has handled a large number of salesmen 
throughout Oregon and southwestern Washington. He 
was asked by the representative of ELECTRICAL W HOLE- 
SALING as to the differences, if any, presented in the 
problems of handling the territorial or country salesman 
as contrasted with the man calling on the local city trade. 

Some of his comments on this subject are summarized 
in the following paragraphs : 

1. Do not put a salesman in charge of a country terri- 
tory where he was born and reared. That a prophet 
is without honor in his own land is particularly applicable 
to the salesman in his home territory. 

2. We catch our salesmen young and train them care- 
fully, meaning that, after many experiments, we have 
found that men trained in our own organization almost 
always succeed as salesmen, while men hired from the 
outside almost always fail. 

3. The territorial salesman is under a definite handicap 
as compared with the home-office salesman. Lack of 
personal contact is the reason. Try to make it up to him 
by seeing that he gets a letter from the home office every 
day about something. See that he gets a good general 
sales letter every week. Have him in to a meeting at 
least four times a year. 

4, Liven things up for him by means of frequent sales 
contests in the form of games. Some may be for cash 
prizes; some for honor and glory, only. Mix them up 
so as to get plenty of enthusiasm, without too many cash 
contests which might detract from all-around selling by 
the salesmen. 

5. Pay attention to the salesman’s instructions as to 
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claims to be allowed. He knows the customer and con- 
ditions surrounding the claim. Bear in mind at the same 
time that nine times out of ten the salesman is going to 
be warped in his opinion in favor of the customer instead 
of the house. Make allowances for that, but go as far 
with him as you can. On minor claims, up to a dollar, 
say, give him authority to settle for cash on the spot, 
turning the item in as expense. 

6. It is a curious fact that a man who is a specialist 
in the home territory on some line, when turned into an 
outside territory to sell the general line, gets so fascinated 
with the many things new to him that he neglects his 
one-time specialty. He will sell more of almost every- 
thing in the catalog but that specialty. 

7. Men are called upon to sell by sample on many 
lines. Handle this by means of a sample account with 
each salesman, charging him with the cost of the sample. 
At the end of every six months, clean up these sample 
accounts and start new. At that time the salesman 
must produce either an order showing that the sample 
was sold, or else the sample itself (in whatever condi- 
tion). ‘If he cannot do this the sample is charged to his 
personal account. 

8. In the matter of car allowance, do not adopt some 
arbitrary flat basis and make it apply to all, regardless of 
mileage or conditions. In that way, some will make 
money in the operation and some will lose, both of which 
conditions are wrong. Whatever the basis of computing 
the allowance, break it down into the various cost factors 
and apply this break-down to each territory as to mileage, 
storage, license, etc., and arrive at a basis for each man 
that puts him on a parity with all the others. A base 
figure representing cost per mile can be arrived at for 
all items except gas and used to determine a car allow- 
ance for each salesman that will permit him to turn in 
his car every two years. The gasoline allowance should 
be based on the average price prevailing in each man’s 
territory and his average monthly mileage. 











THE various groups promoting 
the Better Light-Better Sight move- 
ment do not sell the actual equip- 
ment to the user. A definite 
program is suggested whereby the 
wholesaler can follow through and 
secure for himself this profitable 
business. 


The wholesaler’s demonstration kit holds the prospect’s attention 
while his own eyes convince him of the need for more light 


Sell the IDEA 


of Better Light 


And orders for equipment will follow 


SALES program for the 
A wisest adequate to capi- 

talize on the favorable mar- 
ket conditions created by the Better 
Light-Better Sight program, need not be elaborate. It 
must, however, be definite and thoroughly in line with 
the new attitude which has arisen toward illumination. 

This new status of illumination is more than an oppor- 
tunity for the distributor. It has really created an insis- 
tent plea for help, for having the right merchandise 
readily available at the right time and presented with the 
force of all the new knowledge of lighting and its effects 
which has recently been released. 

This is true largely because of the broad, unified pro- 
motional efforts of utilities, manufacturers of lamps and 
lighting equipment, the paint and optical industries and 
other allied interests. None of these groups, however, 
offer for sale the actual lighting equipment and the mate- 
rials necessary for its installation. The door has thus 
been left wide open for the wholesaler to assume his 
rightful position as the key man in consummating the 
actual sale. 

Substantial profits await the wholesaler who takes ad- 
vantage of this immediate selling opportunity. Every 
lighting installation, when properly sold, brings not only 
a welcome volume on the units and lamps, but also sub- 
stantial orders for wire, cable, switches, panel boards, 
and other collateral material. 

Recently several wholesalers cooperated in keeping 
accurate records of this extra business attributable di- 
rectly to a volume of lighting equipment aggregating 
$240,000. The plus sales on collateral supplies added 
$174,000—70 per cent again as much as the equipment 
itself. 

In the last four months of 1934, twelve distributors 
in the far west began delving a little more intensely into 
the lighting market. Their aggregate lighting sales were 


8 


By J. J. HENRIETTA 


Incandescent Lamp Dept., General 
Electric Co., Nela Park, Cleveland, Ohio 


40 per cent higher than in the pre- 
vious year. 

Year-end meetings of five whole- 
salers in the east and middle-west 
have come especially to notice, because lighting received 
a major place on the program and definite lighting drives 
were launched. 

But so far the full import of this new market pan- 
orama—the accomplishments to date, the strong support, 
the basic facts, and the unusual customer interest—has 
not been presented fully enough, or often enough, to the 
wholesaler. Consequently distributors en-masse have not 
yet taken full advantage of the improved situation. 

Yet all the good work of utility, electric league, lamp 
and equipment manufacturer must go for naught unless 
someone is Johnny-on-the-spot with suitable equipment. 

A new method of selling lighting has resulted from the 
practical application of the Science of Seeing. 

This is creative selling, idea-selling. In it the whole- 
saler sells the lighting idea first, and supplying the mer- 
chandise becomes simply satisfying the customer’s want 
—the created want. The merchandise is just as surely 
sold, and the customer is perhaps vastly more apprecia- 
tive of the service it will render. 

Every wholesaler’s man knows the old story of merely 
selling lighting equipment: proffering a piece of mer- 
chandise, the discussion of type or appearance, the argu- 
ment on cost, the debate about bigger lamps, and so on. 

Now, however, our new knowledge enables us really to 
sell the lighting idea. So much has the customer to gain 
from good lighting itself that, once this idea is put across, 
the type, the appearance, the cost, all become secondary, 
and consequently simpler to decide upon. 

Merchandise rarely sells an idea. But selling an idea 
seldom fails to move merchandise. Why do we buy 
insurance? Because someone has sold the idea of pro- 
tection for a family, or future ease from an assured 
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The public is not buying photoflash lamps for 
the sake of photoflash lamps. They are buying snapshots 
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at night. That idea, well sold, is selling flash lamps, 
cameras, and films. 

And now the Science of Seeing has put just such an 
idea behind lighting—an idea which is the sales hope of 
every branch of the lighting industry. 

Every wholesaler has access to full information on the 
new Science of Seeing. His salesman selling lighting 
should know these simple facts. They should apply this 
information to the new way of selling, not confining their 
solicitation to prices and types of equipment, but first 
selling the idea of good and adequate lighting, basing the 
sales talk on Science of Seeing facts. 

Once this is done, the selection of equipment will be 
simplified, and it will be apparent that the salesman has not 
merely made a sale, but that he has actually rendered his 
customer a valuable service. 

The wholesaler’s lighting program should be definite, 
but it need not be complicated. Six lines of activity are 
suggested. 

1. Through a carefully planned sales meeting, or 
meetings, plus the printed material readily to be obtained, 
salesmen can acquire a satisfactory working knowledge 
of the Science of Seeing and the new method of selling. 

2. Definite instructions to concentrate on lighting jobs, 
with special rewards possible as an additional incentive, 
should assure immediate, practical application of this 
useful information. 

3. A groundwork of cooperation should be laid by the 
manager or lighting specialist with: 

(a) Mazda lamp manufacturer, whose engineers can 
render both solicitation and layout assistance. 

(b) Utility, whose work should result in definite leads 
for the wholesaler. 

(c) The equipment manufacturers’ representatives. 

In addition to learning what assistance can be expected 
from these sources, the groundwork should include 
familiarity with the types of installation and 
equipment being sponsored, and a general ac- 
quaintance with the activities of each group where 
the wholesaler’s campaign might converge upon 
theirs. 

4. The salesmen might well have certain equip- 
ment, not only to enable them to sell effectively, 
but before this to enable them to gain the close 
attention of buyers who hitherto have refused to 
take lighting seriously. This equipment need con- 
sist of only a sight meter and a demonstration 
kit, such as available from the lamp manufacturer. 

5. A- prospect-finding system, where a good 
lighting prospect list does not already exist, con- 
sisting of : 

(a) Leads from central station lighting depart- 
ments. 

(b) Return-card mailings to commercial and 
industrial concerns, mailings obtainable from lamp 
and equipment manufacturers. 

(c) The wholesaler’s present accounts with 
lamp purchase contracts. 

6. Cooperation from a number of the best con- 
tractors, who will serve to increase the whole- 
saler’s indirect selling force. The wholesaler’s 
program, also, is bound to be weak if the con- 
tractors selected by his customers are not thor- 
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oughly acquainted with the new facts about lighting, and 
competent to make the installation in accordance with the 
new standards. Therefore, it is incumbent upon the 
wholesaler to link closely to his own program at least the 
contractors likely to be called for by the majority of his 
lighting customers. 

Contractors should have the same information, and 
perhaps the same selling equipment, used by the whole- 
saler’s own representatives. This is particularly true if 
the contractor is expected to take the initiative at all in 
securing jobs. 

Every wholesaler with whom the sales of lighting 
equipment figure at all should lose no time getting out 
among his customers and prospects with at least as simple 
a program as outlined. 

If ever there was a time in the history of electrical 
wholesaling when lighting equipment can be sold, 1935 is 
the time. 

Plant owners and managers are keyed up for better 
lighting. 

The equipment manufacturers are primed with fixtures 
—equipment designed to give the kind of light demanded 
in the new age of seeing. In addition, their published in- 
formation, together with that of the lamp manufacturer, 
is available to wholesalers and their customers. 

The wholesaler, large and small, is the final link to be 
forged in the chain—the link without which the pull of all 
the other forces will not suffice to tear down the barrier 
of twilight from the shops, offices, schools, stores, and fac- 
tories of the nation. 

The money is available—better times, government help. 

The information is available—the Science of Seeing 
and the new method of selling lighting. 

The sales tools are at hand—the sight meter, excellent 
mailing pieces, and lighting sales kits. 

And the market is ready—ready-made for the whole- 
salers who will back with sales support the greatest sales 
idea ever known to the lighting industry. 
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This portable demonstration unit is selling the store owner the 





idea of more and better lighting. The purchase of hangers 
and glassware will follow as a natural course 
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The general office, at the left of front entrance 





The Stubbs building at Couch St. and N. W. Park Ave. 


A Modern Warehouse 
of 20,000 Sa. Ft. 


Two-story building of the Stubbs Electric Co., 
Portland, Ore., provides for a natural flow of 
goods from receiving counter to storage to ship- 
ping room 


HIS building of the Stubbs Electric Co., Portland, 

Ore., was built and equipped to meet the require- 

ments of an electrical wholesaler of considerably 
more than the average size. Five years of use have 
demonstrated that the original planning was not wrong 
in any essential detail. It has proved thoroughly prac- 
tical from the ground up, meaning just that, for there 
is no basement in the building to accumulate useless 
odds and ends and where men must work under artifi- 
cial light. 

Located at the corner of Couch St. and N.W. Park 
Ave. it has plenty of light on two sides of the main 
floor and on three sides of the second floor, which is 
also provided with skylights. The two sides facing the 
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Trucks drive across elevator platform to conduit racks 
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waiter, to facilitate the handling 
of smaller packages between 
floors. 

Every foot of space is useable 
under wholesome conditions as to 
light and air. Stocks can be kept 
in neat condition without crowd- 
ing. Shelving, where necessary, 
is of steel construction. Smooth, 
painted concrete floors through- 
out add to the well-kept appear- 
ance of the place. 

The city counter is long, with 
plenty of attendants, so that there 
is little waiting, and behind it the 
open stock in the tall tiers of steel 
shelves presents an attractive ap- 
pearance. Immediately in front 
of this counter is the display floor 
for major appliances. Many of 4 6 
the smaller appliances are effec- 
tively displayed on shelving under Vault 
the counter, as shown in one of 
the photographs on the opposite 
page. 

The Stubbs Electric Co. is one 
of the largest independent elec- P ta, anal 
trical wholesalers in the Pacific i 
Northwest. Associated with 
President O. B. Stubbs in the 
management of the firm are: 
S. W. Peterson, vice-president 
and general manager; R. E. 
Rogers, secretary, and V. V. 
Cowen, purchasing agent. Wire and cable stocks are carried on the second floor 
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Selling to Industrials—lV 


Why Industrial Plants Should Buy 


from Electrical Wholesalers 


Last month Professor Frederick stated that 66 per cent of all industrial 
supplies are purchased direct from the manufacturer. In this article he 
provides the wholesaler’s salesman with six sound reasons why it is more 
economical for industrials to use the facilities provided by wholesalers 


S WAS pointed out in the 
Aeris article in this series, 
nearly all industrial plants 
purchase some of their requirements 
in the line of electrical products 
from wholesalers, but, unfortu- 
nately, too few industrial users make efficient use of 
these local sources of supply. This may be due to the 
fact that many industrial buyers regard electrical whole- 
salers and other local distributors of industrial supplies 
as convenient sources from which to obtain small quan- 
tities of supplies or maintenance materials, but not for 
large quantities; as places where emergency orders may 
be filled, but not regular orders; as a source of supply 
valuable for isolated plants, but not for plants located in 
central manufacturing districts ; or as suppliers for small 
plants, but not for large ones. That these are mistaken 
ideas as to the functions performed by electrical whole- 
salers, in supplying industrial plants, is evident when 
one considers the principal advantages obtained by the 
industrial plants buying the greater portion of their elec- 
trical auxiliary equipment, fabricated materials, or main- 
tenance and operating materials and supplies from local 
wholesalers. These very definite advantages may be 
summarized as follows: 

1. The electrical wholesaler is in a position to give 
immediate delivery from a local stock. The service of- 
fered industrial plants by electrical wholesalers permits 
the user to purchase in small quantities as needs arise for 
immediate consumption. Quick deliveries are essential 
on small lot purchases of wiring 
and maintenance items, such as 
incandescent lamps, switches, 
wire, cords, or similar products 
for which the demand cannot 
be readily anticipated by users. 
By giving these quick deliveries 
the electrical wholesaler is in a 
position to aid in solving a very 
common problem encountered 
in industrial plants, particularly 
in connection with maintenance 
—that of procuring emergency 
supplies. Delays incurred in 
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By JOHN H. FREDERICK 


Author of ‘“‘Industrial Marketing,”’ and 
Assistant Professor of Marketing 
University of Pennsylvania 


‘More and more industrial users are 
discovering that the best way to 
eliminate the ‘hidden costs’ of carry- 
ing stocks of electrical products is 
to buy from wholesalers in quanti- 
ties needed for immediate use, and 
let the wholesaler carry the stock.” 











buying such products direct from 
manufacturers might lead to serious 
inconvenience or to costly shut- 
downs. In fact, many industrial 
plants say that their major reason 
for buying from wholesalers is the 
fact that plant shutdowns are thereby avoided. Whole- 
salers can render industrial users a type of service for 
which manufacturers have neither time nor facilities. If 
local stocks were not maintained by wholesalers, either 
the manufacturers of the products, or the users, or both 
would have to maintain them. 

2. When purchases are made from electrical whole- 
salers the costs of carrying stocks of production and 
maintenance supplies, so bought, are greatly reduced or 
eliminated entirely. Electrical wholesalers attempt to 
carry complete stocks which enable the industrial user to 
reduce to a minimum the capital invested in, and the 
storage space required, to carry supply stocks in the plant. 
Many electrical products are manufactured in such a 
wide variety of types and sizes that it would be a prac- 
tical impossibility for individual industrial users to carry 
their own stocks in sufficient quantities to provide all the 
varieties required. This is particularly true of electrical 
maintenance and operating materials and _ supplies. 
Through the consolidation of these stocks in wholesalers’ 
warehouses, industrial plants are assured of adequate 
service, and at the same time the amount of capital and 
warehouse space required for supply stocks in the indi- 
vidual plants is reduced. This tends to lessen not only 
the cost of industrial mainte- 
nance, but the cost of produc- 
tion as well. 

In most cases when industrial 
buyers complain that whole- 
salers do not carry complete 
stocks, it is the fault of the con- 
sumers rather than the fault of 
the wholesalers. Electrical 
wholesalers would, in nearly all 
cases, carry more complete 
stocks if industrial plants could 
be prevailed upon to advise 
them as to average requirements 
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for certain supplies or other products. Unless so advised 
wholesalers are sometimes reluctant to carry as complete 
stocks of many items used by plants in their vicinity as 
they might because of the sad experiences of the past, 
when they have been encouraged by certain users to carry 
a complete stock of some line only to see these users go 
direct to the manufacturer as their needs increased. 

Most industrial plants know very little regarding the 
cost of carrying stocks of production and maintenance 
supplies. Many large industrial users have been under 
the impression that, because of their large volume re- 
quirements, it was cheaper to buy direct from manufac- 
turers and to carry their own stocks. The truth_of the 
matter is that the slight concessions which are offered 
industrial buyers when they anticipate their needs months 
in advance are more than offset by the cost of ware- 
housing these stocks until they are needed. As a matter 
of fact, because of the so- 
called “hidden cost” of di- 





chase price, and then comparing this total cost with the 
remaining asset value of such products, it becomes evident 
that, in a comparatively short time, the total cost amounts 
to several times the remaining asset value of the stock. 

More and more industrial users are discovering that the 
best way to eliminate the “hidden costs” of carrying 
stocks of electrical products is to buy from wholesalers 
in quantities needed for immediate use, and to have the 
wholesaler carry the stock. Obviously, the wholesaler 
can carry one stock for several hundred industrial plants 
(as well as for his contractor and retailer customers) at 
a lower cost per item than would be possible for each 
individual plant. 

3. When buying from an electrical wholesaler, the 
industrial plant is dealing with a man who has a better 
knowledge of his individual needs. Wholesalers’ sales- 
men who contact industrial users every week, year in and 
year out, have a better under- 
standing of a plant’s indi- 








vidual problems and require- 





rect purchasing and _ stock 
keeping that are generally 
overlooked or figured entirely 
too low, the real cost of most 
industrial supply items can- 
not be determined until they 
are actually put into use. 
These costs may be summa- 
rized under the following 
heads: 

(a) Stock room handling 
and warehouse costs from 
the time the product is re- 
ceived until it is used. 

(b) Depreciation of the 
product while held in stock. 

(c) Tendency of the prod- 
uct to become obsolete while 
held in stock. 

(d) Fundsinvested in 
stock are idle from the time 
the purchase is made until 
the product is used. 

Many industrial plants lose 
sight of the fact that profit- 


local stocks 


individual plant 


price information 


When Industrials Buy from 
Local Wholesalers 


1. They secure immediately delivery from 


2. They save the costs involved in main- 
taining stocks of their own 

3. They deal with salesmen who, from 
frequent contacts, possess an intimate 
knowledge of the requirements of the 


4. They reduce clerical costs because 
they require fewer sources of supply 


5. They secure immediate catalog and 


6. They simplify their credit relations 


ments than would a manu- 
facturer’s salesman calling 
once in six months or once a 
year. Wholesalers’ salesrhen 
can, therefore, provide val- 
uable assistance to industrial 
users because of their inti- 
mate contact with the user’s 
problems and the products in 
which he might be interested. 
Under these conditions sales- 
men are often able to suggest 
improvements in maintenance 
methods, economies in the 
use of supplies, and new ap- 
plications for products. 

In addition to dealing with 
a salesman who really knows 
his needs, the industrial plant 
using the services of the elec- 
trical wholesaler is dealing 
with a purchasing expert in 
that field. Purchasing is one 
of the most important func- 
tions of any wholesaler. The 





able business is based on 








turnover and that this applies 
not only to the products of a 
manufacturer, but to his investment in repair parts and 
supplies as well. Products carried in stock longer than 
one year rapidly lose their original value as has been 
shown by a number of studies. For example, a study 
recently made by Frank Parrish, supervisor of inven- 
tories of the United States Steel Corp., revealed that the 
actual cost of carrying stocks of so-called “undesirable 
materials” (those products which do not turn several 
times a year) was as follows for his company : 
Products worth $100 at the time of purchase cost 
$37.50 to carry in stock one year ; $84.50 to carry in stock 
two years; $143 to carry in stock three years; $216 to 
carry in stock four years, and $310 to carry in stock five 
years. Therefore, at the end of five years the $100 
worth of merchandise has really cost $410, and, when 
used or disposed of in some other way, should be charged 
at that figure. In other words, by adding the accumu- 
lated cost of carrying most products in stock to the pur- 
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wholesaler’s success in busi- 
ness is based primarily on his 
ability to select the products that will adequately fill the 
needs of his industrial, contractor and retailer customers. 
The wholesaler’s purchasing expertness results from a 
thorough familiarity with the needs of his customers and 
a wide acquaintance with the lines of manufacturers of 
all types of electrical products and supplies. His contact 
with the users of electrical products is must more fre- 
quent and intimate than that of the manufacturer of such 
products who attempts to sell direct. The wholesaler 
realizes that, if he is to be the regular supplier of these 
users, industrial and others, he must know their require- 
ments and fill them satisfactorily. He therefore makes 
studies that enable him to judge the merits of every item 
he buys according to the standards of his customers. 

It is also the wholesaler’s business to know the manu- 
facturers of electrical products. He can afford to devote 
more time and study to the selection of various products 
than can the plant buyer, and, (Turn to page 24) 
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2. Storing Conduit 
and Elbows 





Stalls for Conduit 


Anchored into floor and bolted to 2 by 6’s 
at ceiling, 12 in. pipe uprights form 
partitions of the conduit rack at the Toledo 
(Ohio) Electric Sales Co. From each up- 
right, pipes 2 ft. from floor and 3 ft. from 
top, extend to rear wall, thus forming 
stalls 2 ft. wide by 6 ft. deep. Conduit 
rests on 2 in. boards. 


Bins for Elbows 


Elbows are stored horizontally at the 
Cleveland house of Westinghouse Electric 
Supply Co. This bin is 25 ft. long by 10 
ft. high. Except for those in the lower 
row, each of the 32 compartments meas- 
ures 24 in. by 14 in. Elbows are piled 
in rows, facing in alternate directions. 





Metal Racks for Elbows 


One of three all-metal racks used for storing elbows at the Com- 
mercial Electric Co., Toledo, Ohio. Constructed of 3 in. angle 
iron fastened with machine screws. Each rack measures 612 ft. 
high by 62 ft. wide by 2 ft. deep at base. Cross bars at each end 
provide added rigidness. Besides simplifying inventory-taking, this 





type of rack eliminates marred threads. 


Practical Elbow Rack 


Elbow rack at the Peoria, Ill., 
branch of the Westinghouse 
Electric Supply Co. Holding el- 
bows from 1/2 in. up to, and in- 
cluding 4 in., the rack is 8 ft. 
high and 10 ft. wide. Main 
framework consists of three 
sets of 2 x 4 in boards, each 
set bolted at the top and rein- 
forced at middle and bottom by 
additional 2 x 4’s. Ten lengths 
(five on each side) of 1% in. 
galvanized pipe, connected 
through the wood frames, form 
trays for the elbows. 





Sectionalized Conduit Rack 


Detailed view of conduit rack at the Knoxville, Tenn., 
branch of General Electric Supply Corp. This 80 ft. 
rack holds conduit from Y2 in. up to and including 4 in. 
The individual sections, separated by wood strips 1 1/2 in. 
square, are 34 in. wide by 68 in. deep. Each is marked, 
for example, ‘‘2 in. galvanized, 10 bdls,’’ showing the 
size of the conduit and how many bundles are in each 
row. 4 in. steel shafting separates the rows of con- 
duit in each section. 











Ceiling Conduit Supports 


The partitions of this conduit 
rack at General Electric Supply 
Corp., Columbus, Ohio, consist 
of 12 ft. lengths of 2 in. pipe 
fastened to ceiling in front, to 
wall in rear. Running hori- 
zontally 2 ft. below the ceiling, 
pipes are 3 ft. apart and rein- 
forced by two lengths of pipe 
which run parallel to rear wall, 
as shown. 


th 


iis 
i 





4 
: 
+4 
i 
: 
4 


‘ 
it 








ELECTRICAL WHOLESALING 





Jimmy Speeds 


‘Em Up Again 


Another letter from the office boy to the sales force 


EAR FELLERS—How’s everything out in_ the 
D so-called well-known sticks? The Chief says he 

hasn’t had a weather report since I wrote you last 
month, but he says he notices a lot of information com- 
ing in about how many salesmen have been ahead of you 
and gobbled up all the orders you would sure have had 
if your skedule hadn’t been so long you couldn’t get there 
first. 

More long hooey (just as bad as Hooey Long) and 
just as much sense as saying you could get all the bizness 
if nobody else was after any. 

It’s a funny thing, the Chief says, that he’s been in 
the bizness 20 yeers and his father I don’t know how 
many 20 yeers before him and salesmen haven't had a 
new allibi since Columbus claimed he’d of found the East 
Indies if the West Indies hadn’t got in his way and 
spoiled it all. 

I was in the office one day when Azalea, the little 
luminum blond rabbit, was opening the mail before the 
Chief got down in the a.m. “Lookit,” she says, and she 
handed me a letter written in led pencil on a work tickit 
out of somebody’s shop. 

And the letter said “Deer Mister Gaddleman Co. Ink. 
I think you had awt to kno you’ve got an awful nocker 
for a sailsmun. He cum in heer and told me your line 
has got the world by the tale and the Hunneker line we 
bin buying is a lot of junk. I know heez a lier becaws 
I bin in this shop 10 yeers using the Hunneker producks 
and I kno they are all okay. If yours are enny better 
I’d like to use *em but I woodn’t buy ’em off a nocker 
like that sailsmun. Send me sum feller that knoze more 
about Gaddleman’s stuf and not so much that aint so 
about Hunneker’s. I wont mention enny names, but you 
kno who I meen. Yours pollygeticly, C. O’Day Fisher.” 

“Tf his name didn’t somehow remind me so much of 
codfish, I wouldn’t think his story was quite so fishy,” 
said Azalea. “But that great big handsome he-man, 
Irving Bush, is in that territory—” 

“And Irving Bush is as full of bushwah as a barberry 
bush is full of prickers.” It was the Chief. He came 
across the office from the door in about three steps. He 
had heard the last of that letter and he grabbed it and 
read it through. “Take a telegram,” he says. “Irving 
Bush—get his address off the sales department—Leave 
everything and come in at once. Gaddleman.” 

And so what? Why it looks to an office boy like the 
lid is down on knocking and you never know when some 
guy you called on is going to write in and say something 
you wish he’d forgot about long ago. 

The sales manager—I don’t need to tell you anything 
about old Bibbs. He’s a rough rider. He believes in 
calling a spade a spade or more so. He’d probbly call 
it a dam old shovel. He says to me, “Jimmy, tell these 
biped order dodjers to get bizzy. Wallop ’em til they 
squawk. They’re ducking a lot of bizness that’s coming 
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through by mail after they’ve gone right by it. If they’d 
leave their microscopes at home and look at their orders 
with the naked eye and get their true size, they’d stop 
expecting expense money to be sent to them and begin 
sending in some to keep the plant going.” 

I don’t know much but I know enough to say there 
ain’t a man on the great Gaddleman Co., Inc., selling 
force that ain’t anxious to get all the orders he can. The 
only trouble is you ain’t quite anxious enough. But 
probbly it’s like Bibbs says, “Pep talks and shot-in-the- 
arm letters won’t make sales while a salesman’s sitting 
around the hotel lobby wondering how he can get an old 
age pension without getting old.” He said more. He 
said, “No kid like you, Jimmy, can teach anything to 
those birds that think they’re spellbinders when they’re 
nothing but highbinders.” 

But listen, fellers. I got this job wished on me to see 
if I can’t get you to send in bigger orders and more of 
‘em. Are you going to let me down, and start getting 
Bibbs’ letters again, or are you going to come through 
with the stuff so I’ll get a raise and then I can take my 
poor old mother out of the poor house? (P.S. She 
hasn’t got in there yet though. ) 

I saw a letter where one of you said “Our prices are 
too high. Give us a price reduction and we'll show you 
some bizness.” Fellers, you got the wrong idea if you’re 
selling price. Did you ever see a house or a line selling 
at almost any price that there wasn’t somebody else in 
the field selling at a higher price and selling more of it? 
Who’s the biggest noise in our line of bizness? I don’t 
have to tell you that, big as we are, there’s anyhow one 
house that’s bigger and sells more—and gets bigger 
prices! Laff that off! 

So just think over how it is that some other salesman 
right in your territory is getting more bizness and selling 
more stuff at higher prices right when you’re writing in 
to ask why don’t we make prices lower. 

I don’t believe that other feller is any better salesman, 
but it looks to me like he’s got more confidence his stuff 
is worth what he asked for it than you’ve got that our 
stuff is worth what you have to ask for it. 


VERYBODY hooked up with the Gaddleman Co., Inc., 

knows absolutely we've got a swell line, just as good 
value as anybody offers. Even an office boy knows that. 
All you have to do is to believe it as well as you know it 
and then get right out and show you believe it, and prove 
it to your prospecks just like the Chief proved it to you the 
last time we had a sales convention—only you’ve mebby 
forgot it. 

Well, as Azalea says to me and would like to say to 
the Chief when she starts for home every afternoon, 
“Toodle—oo.”’ 

Yours til orders swamp the home office. 

Jimny. 
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Men You Should Know 


ROBERT BELLER 


President, Beller Electric Supply Co., 
Newark, N. J. 


NE of those rarest of mortals 
who early in life had the 
courage and vision to “hitch 


his wagon to a star,” Robert Beller 
has combined ability, perseverance 
(and good fortune, he would insist) 
to get within hailing distance of his 
goal while yet a comparatively young 
man. Just to complete the picture— 
and strictly off the record—we might 
add that he had to do most of the 
climbing alone. 

Of course, Beller, himself, would 
probably deny all of these “charges” 
vehemently. He would say, for in- 
stance, that being the founder, the 
moving spirit and the active head of 
the Beller Electric Supply Co. of 
Newark was not only insignificant in 
itself, but also the result of good luck 
rather than good management. He 
might add that he had never started 
out with any particular goal in mind 
and that if he had ever had one, it 
long ago would have been dismissed 
from his mind for lack of any real 
progress towards its attainment. In 
fact, there even is a possibility that he 
would deny that he is still a compara- 
tively young man. 

But fortunately for his confreres 
in the electrical wholesaling ranks, he 
doesn’t fool anyone with this modest, 
self-effacing attitude. They have 
learned to know him and his works as 
well, and they believe in the time- 
honored axiom that actions speak 
louder than words. Their answer to 
such expressions of unworthiness is 
to bestow upon him some of the high- 
est association honors within their 
power. They believe in him—in his 
ability as an up-and-coming business 
man; in his ideals as an electrical 
wholesaler and in his character as a 
man. 

So in 1932, they made him presi- 
dent of the Eastern Electrical Whole- 
salers’ Association and that was a 
mighty tough year for presidents of 
anything. But if Robert Beller was 
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*A Wholesaler 
of Ability 


in a tough spot, it 
wasn’t very apparent. 
He met the many and 
difficult problems of his 
office just as he had al- 
ways met them in his 
own business—head on 
and the problems came 
off second best as usual. 
As further evidence of 
their faith in him, his 
fellow toilers in the 
electrical industry of 
his own community in 

the face of the old saying that “a 
prophet is not without honor save in 
his own country” made him the presi- 
dent of the well-known Essex County 
Electrical League for 1935. 

This confidence in Robert Beller 
arises from a real record of achieve- 
ment, despite his protestations to the 
contrary. It all started back in 1909 
when young Mr. Beller set out to get 
himself a job, and found a berth in 
the electrical supply business. You 
can’t get Mr. Beller to talk very spe- 
cifically about those early days, be- 
cause he feels that much of his 
experience was of a negative variety. 
In other words, he had a distinct idea 
that he was getting a liberal education 
in how not to do things. This was 
an asset, however, which stood him in 
good stead later on in his career. 

After seven years of preliminary 
work which found him absorbing ex- 
perience at most every wholesaling 
job, both inside and out, Beller took 
the great step and started his own 
business. That was in 1916 with 
Trenton, N. J., as the site selected. 
His activities of late had been con- 
fined to outside selling, and New 
Jersey had been his stamping ground, 
so Trenton, he thought, with its con- 
centrated industrial activity would be 
an ideal place to set up shop. 

Apparently, he was right, for the 
business prospered from the day that 
its doors opened. By January, 1920, 


With 25 years of successful experience 
in the electrical wholesaling field to 
support his convictions, Mr. Beller is 
an ardent believer in the value of a high 
standard of business ethics. 
leader in the promotion of coopera- 
tive effort among his associates in 
the industry. 


He is a 


it had enjoyed such success that a 
group of Trenton business men offered 
to purchase it. Mr. Beller accepted 
the offer and the transaction was con- 
summated. Such was the successful 
end of his first venture ‘‘on his own.” 


ITHIN two months the Beller 
Electric Supply Co. was born. It 
opened its doors without ballyhoo or 
ostentation on a side street in Newark. 
Within a year, larger and more acces- 
sible quarters were required and the 
organization moved to one of the 
main streets of the city. Continued 
expansion forced another move in 
1928, and the business was trans- 
ferred to its present spacious quarters 
near the heart of business activity. 
There, in cold type, is the story of 
Robert Beller’s career. Cold type, 
indeed, that fails to picture the ideals 
and the ideas upon which his success 
has been built. Cold type that does 
not portray the spirit and the per- 
sonality that have carried him to a 
prominent place in the industry. For 
such intimate details, we would prefer 
to have you meet Robert Beller, him- 
self. 
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Gadgets to Sell Lighting 


Thousands of Light-O-Graphs and Light Analyzers have 
recently been distributed to the public by Westinghouse 
lamp agents. The Light Analyzer determines the direc- 
tion of light by means of a pin stuck vertically in a paper 
circle. Several shadow charts alongside show the wrong 
and right direction of light for best reading or working 
comfort. This device affords a simp!e means of analyz- 
ing the directicn of light on the desk top or at the 
favorite reading chair. The Light-O-Graph estimates 
adequacy of light by exposing sensitive film for 212 
minutes. The sensitive paper is protected by a slide and 
is enclosed in a perforated envelope. In shipment the 
Light-O-Graph is protected by black paper envelope, as 
well as an outside envelope. 


Home Laundry Drive 


Members of General Electric’s Merchandise Department, 
at Bridgeport, checking over hundreds of dealer entry 
blanks secured by distributor salesmen in the ‘“‘Line 
Drive’? campaign on washers and ironers which opened 
March 15. The program is based upon three merchan- 
dising fundamentals; leads, demonstrations and _ sales 
closing. 


Standard Practice in Kitchen Design 


Leading home economists and editors of women’s and 
home magazines held round-table discussions at the two 
day ‘‘Kitchen Clinic’, held last month in the Westing- 
house ‘‘Home of Tomorrow’’ at Mansfield, Ohio. The 
clinic agreed that there are three major divisions of a 
kitchen and that each of these should be called a 


‘“‘center.’’ The nomenclature decided upon was; refriger- 
ator and preparation center, sink and dishwasher center. 
range and serving center. It was also agreed that all 


counters should extend one inch beyond base cabinets, 
regardless of whether toe space was two or three inches; 
that 36 inches is the proper counter height, sink, work 
surfaces and flat top range uniform; that color of range, 
refrigerator and dishwasher should be white, and that the 
real opportunity for selling dishwashers is as a sink- 
dishwasher combination rather than as a separate and 
portable unit. 


Biehl’s Talking Kelvinator 


The latest promotion stunt of Biehl’s Auto Parts, Kelvi- 
nator distributor of Pottsville, Pa., acts as its own sales- 
man. When a person goes within a few feet of the 
door, it opens automatically, introduces itself by a 
mechanical phonographic arrangement working on the 
principle of the photo cell and goes into action with its 
sales talk. Gordon M. Biehl is shown explaining the 
mechanical operation to Verne Calkins of the Kelvinator 
Corp. The refrigerator is now being exhibited at dealer 
meetings and refrigeration shows in the anthracite terri- 
tory. 
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The Editor's Page 


THE lamp committee of NEWA 
Lamp lost no time in vigorously protest- 
Prices ing the latest price reduction on 
Mazda lamps. The new prices, 
which became effective April 1, 
represent a 25 per cent reduction on the common house 
lighting types in sizes from 15 to 60 watts, which com- 
prise 60 per cent of the manufacturers’ total production. 

Incandescent lamps are probably the most important 
single commodity handled by electrical wholesalers. 
They account for anywhere from 10 to 20 per cent of 
his total sales volume, except in some half-dozen ter- 
ritories where the utilities still insist upon giving free 
renewals. Lamps were formerly a highly profitable 
line, but a rapid succession of price reductions has 
made it increasingly difficult for the wholesaler to 
maintain his former rate of compensation, and the 
same holds true of the retailer. 

Twenty-five per cent on 60 per cent of his volume 
is equivalent to 15 per cent on his total volume. Hence, 
this latest price reduction makes it necessary for the 
wholesaler to increase his lamp sales, in units, by at 
least 15 per cent, if he is to maintain his former dollar 
volume. 

Independent competition, including Japanese lamps, 
is given by the manufacturers as the reason for the 
new prices. The majority of wholesalers have re- 
mained loyal to the Mazda lamp manufacturers. Their 
loyalty should be rewarded by a vigorous fight on the 
part of the entire industry to secure adequate tariff 
protection in order that prices can be restored to a 
level that affords fair and reasonable compensation to 
distributors and dealers. 





THE old question of “Why black 
Black conduit?” is now being agitated 
Conduit by the National Council of Elec- 
trical Wholesaler Associations. 
Conduit is an expensive commod- 
ity to warehouse. It is both bulky and heavy, requires 
special racks and a considerable amount of floor space, 
and is not easily handled. Also, it does not lend itself 
to rapid turn-over, especially in the larger sizes, due 
to spotty demand. In addition to these factors, most 
wholesalers now find it necessary to stock three lines 
of conduit ; black, galvanized and thin-wall, in all sizes. 
And this includes elbows and couplings, too. This 
is unquestionably a serious burden. 
When this subject was agitated some time ago, the 
manufacturers claimed that, much as they would like 
to do so, they could not eliminate black, or loricated, 
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conduit for the reason that this type only was per- 
missible in certain localities and certain applications. 

The National Council, however, suggests that the 
price of black conduit be raised to coincide with the 
price of galvanized. With no price differential, many 
users of black could be readily switched to galvanized 
and, in many territories, wholesalers would no longer 
find it necessary to stock both lines. The suggestion 
of the Council appears to have merit and to deserve the 
support of the entire trade. 


AN electrical wholesaler in the 
Cleaning Middle West was recently con- 
House victed of receiving goods stolen 

from one of his local competitors. 

Sentenced by the Court to six 
months imprisonment, he was immediately released on 
parole. His local competitors, however, failed to be 
moved by his pleas for compassion and promptly ex- 
pelled him from their local association. Several promi- 
nent manufacturers lost not time in striking his firm 
from their lists of distributors. Had they failed to 
take this action, they would, in effect, have been con- 
doning the act. We cite this instance as an example 
of the effective manner in which the trade can clean 
house when the occasion arises. 


AT the request of its distributors, 
a prominent manufacturer has just 
compiled a table listing the com- 
parative catalog numbers of six 
leading wiring device manufac- 
turers. This bulletin should prove invaluable to both 
distributors and users of wiring devices, and the trade 
would undoubtedly welcome similar lists covering other 
lines of electrical supplies. 

But, after all, is it necessary that each manufacturer 
have his own, individual system of catalog numbers? 
Comparative tables of catalog numbers are, at best, a 
poor substitute for a universal system of numbering. 
They add to the bulk of the wholesaler’s price book 
which, even when stripped to its bare essentials, is far 
too thick and heavy for practical convenience. Of even 
greater importance, they necessitate much clerical work 
in determining equivalent numbers on the part of sales- 
men, order fillers and requisition clerks. 

There is much clamor about unnecessary costs in 
distribution. Universal catalog numbers, at least on 
such standardized items as brass shell sockets, duplex 
convenience outlets, porcelain receptacles, etc., would 
contribute to more economical and efficient distribution. 
Many years ago a “universal” numbering system was 
adopted for outlet boxes. Why not a similar system, 
not only for wiring devices, but for other staple supply 
lines as well? 


Catalog 
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Tested Merchandising Ideas 


Which the wholesaler’s salesman can pass on to his dealers 


Sells “Trays” by Loaning 
Them to Hostesses 


One of the chief problems of the 
dealer or his salesmen is to line up pros- 
pects for an unhurried demonstration of 
the appliances that he is trying to sell. 
Here is a plan that a dealer worked out 
on hospitality trays which not only fur- 
nished him with an excellent list of 
prospects but actually brought about 
sales through the simple process of loan- 
ing the article for an afternoon. 

The newspaper, that important guide 
to new business, was the key to the 
situation. This time it was the social 
page that drew the dealer’s attention. 
There he learned that Mrs. Reginald 
DePuyster was to entertain the bridge 
club on Thursday and that Mrs. Perci- 
val Jones was giving a tea on Friday 
in honor of an out-of-town guest. These 
notices were followed by a host of others 
of similar portent. The telephone 
quickly put him in touch with a care- 
fully selected list of these hostesses. To 
each, he tactfully explained that he had 
a beautiful, new item which he was try- 
ing to introduce to the women of the 
community. He then described it in 
detail and closed his call with the offer 
to loan the tray to the woman for use at 
her party. He was careful to point out 
that he would consider it a favor as it 
would serve to publicise the product 
with a group of prominent women, Of 
course he made it clear that all he 
wanted her to do was to make use of it 
in serving her guests. 

By following these rules in making 
his request the dealer met with a re- 
markable number of acceptances. He 
delivered the tray, if possible, a day in 
advance of the event and reiterated 
his statement that the mere use of the 
tray at the party would be a favor as it 
would bring it to the attention of the 
women present. He made sure that 
the price was known because he sus- 
pected that there would be many re- 
quests as to where the tray was pur- 
chased and he was confident that the 
hostess would actually try to sell some 
trays for him, partly from a sense of 
obligation and partly because of her 
own enthusiasm for the product. 

When he called back for the tray on 
the day following, he found that he was 
right in his prophecy. Many times, the 
guests had been so enthusiastic about 
the tray that the woman was convinced 
that she could not part with it and the 
dealer returned with the price instead 
of the article. Other guests came to the 
store and purchased one either from a 


sincere desire for the tray or because 
they were in the habit of following the 
hostess’ lead in such matters. In other 
cases he found that the woman to whom 
he loaned the tray volunteered the 
names of some of the women who- had 
been enthusiastic about it and he tact- 
fully followed these leads for sales. In 
still other instances, he discovered that 
the newspapers listed the names of the 
guests and he tactfully used this for a 
list of live leads. 

This simple loan plan not only sold 
trays for this dealer, but it brought 
about sales of other products as well 
and engendered much good will for his 
store. 
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Uses Door Hangers to Build 
Up Cleaner Service Calls 


Door hangers offering a free inspec- 
tion of all cleaners “to keep them in 
working order” have not only built up 
a flourishing service department for a 
dealer in vacuum cleaners in the Mid- 
West, but have greatly increased his 
sales of new cleaners as well. He walks 
around the town and hangs his free 
offer on likely-looking doors. 

These: hangers eventually get him 
past the door in a great many cases and 








Wallowing in Cards. Francis N. Ash- 
ford, salesman for the North Coast 
Electric Co., Portland, Ore., gets a taste 
of real inside work classifying by dealers 
some 5,000 admission cards collected at 
the Portland showing of the Norge ex- 
travaganza, “The Freedom of the Shes.” 
Ashford admitted that the job kind of 
“got in his hair,” but said he was con- 
soled by the orders he was going to get 
when his dealers started to work on all 
these live prospects. 


then he finds that there are four or five 
repair jobs out of every 15 calls. This 
amounts to a sizeable bit of business in 
itself. But his master-stroke is to leave 
a new cleaner for the housewife to use 
while he repairs the old one. When he 
has to report back that the old cleaner 
is worn out, it is a safe bet that the new 
cleaner will stay on the job. Many 
times, too, the housewife finds the new 
cleaner so satisfactory that she calls 
off the repair job and keeps the new 
cleaner. Special “sale” days on terms 
have helped to clinch some of the waver- 
ing prospects. 
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Trails Ice-Man for His 
Refrigerator Leads 


If you want to sell more refrigerators, 
follow the ice-man! Such is the logic 
of one dealer who has not only helped 
to establish his potential market in this 
manner but has actually discovered that 
the ice-man is one of his most valuable 
salesmen. All unknown to this gentle- 
man, the dealer uses him as a means of 
breaking down the prospect’s sales 
resistance. 

The method of operation is simple. 
He follows the ice-truck as it starts out 
on its morning rounds and soon acquires 
a knowledge of the time of its arrival 
on streets that would offer the best pros- 
pects for electric refrigerators. Then 
he gets down to business. As soon as 
the ice-man reappears from a delivery 
to a home that holds promise, the dealer 
enters and proceeds with his sales cam- 
paign. Nine chances out of ten, the ice- 
man has paved the way by tracking in 
dirt, getting ice chips and water on the 
floor in his efforts to make the cake of 
ice go in the box or giving the house- 
wife a great deal of trouble in taking 
out food because the ice won’t fit. In 
other words, the dealer arrives at the 
psychological moment with his story of 
electric refrigeration—the moment when 
the ice-man has given the housewife 
many concrete reasons why she should 
buy an electric refrigerator. 

With the housewife in this favorable 
frame of mind, the dealer has been able 
to build up a great many bona fide pros- 
pects that eventually turn into sales. A 
further session with the husband in the 
evening is usually sufficient to turn the 
trick. If the visit can be timed to co- 
incide with the day that the ice-man 
collects the bill, the prospect may be 
— advanced along the road to a 
sale. 
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T NO increase in operating cost, you can 
qf. now light your show windows brighter, 
to command more attention and SELL more 
GOODS! it's done with a new Golden Armored 
X-Ray Reflector that ingeniously takes light or- 
dinarily wasted on the sidewalk or ceiling (by 
old style lighting equipment) and directing it 
to the most important part of the display. The 
result is 35% to 50% MORE LIGHT in the 
“Attraction-Zone" using the same size lamps 
and same cost for current! New reflectors 
are easily mounted on your present sockets, 
—no new wiring! 
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Brightest Outlook in Five Years | 


for Building Trades 


The cloud that has enveloped the 
building industry with foreboding in- 
tensity during the last three years ap- 
pears about ready to show its silver lin- 
ing. Current activity generally is at a 
three-year high, and not all of the in- 
crease can be attributed to governmental 
aid, as privately-financed work has been 
rising steadily since November. With 
16,000,000 homes in the United States 
listed as eligible for repair loans, and 
5,000,000 new homes required during 
the next several years to provide for 
the normal increase in population, which 
is estimated at three times larger than 
present new production, the greatest 
era in building history lies immediately 
ahead, and in the majority of cities 
prospects are considered the best dis- 
cerned in five years. With only a part 
of the building actually required under 
way, business generally would be ac- 
celerated immediately, as it would bring 
easement of monetary burdens to most 
of the’ 6,000,000 building workers now 
idle, and would provide employment for 
the 500,000 contractors and architects, 
while approximately 250,000 manufac- 
turers and dealers of building materials 
and equipment would be benefited. 

While building continues to represent 
but a small percentage of the volume 
handled during the boom period, en- 
couraging significance is attached to the 
gain in the 1934 permits over those of 
1933, with the increase in some districts 
rising by 35 to 60 per cent to the 
largest volume since 1930. In a num- 
ber of cities, 1934 volume was double 
that of 1933. With repairs under the 
Federal Housing Act definitely under 
way in most parts of the country and 
the commercial and industrial projects 
which have been started since the first 
of the year, indications give assurance 
that 1935 will bring a further upward 
trend in most branches of the industry. 

Under Title II, of the National Hous- 
ing Act, mortgage money now is avail- 
able for the construction of new homes 
and private money for mortgage loans 
is more rapidly available than a year 
ago. There also has been a marked in- 
crease in minor housing improvements, 
which require no permits, and slum 
elimination projects, financed by Fed- 
eral funds, are in full swing, according 
to a survey of the building industry, 
which has just been completed by Dun 
& Bradstreet, Inc. 

Residential building is expected to 
make a particularly strong upswing 
during the current year, as the surplus 
of city homes gradually is being de- 
creased, while the desire for bettering 
living conditions is growing with the 
expansion of general business. Rents 
in some areas have increased as much 
as 20 per cent during the past year, 
vacancies are disappearing rapidly, and 
there is a scarcity of the better-class 
residences. Real estate values are ap- 





three 
gentlemen have been with McNaughton- 


Quarter Century Men. These 
McKay Electric Co., Detroit, Mich., 
since the firm opened its doors for the 
first time back in 1910. From the left, 
the 25-vear veterans are: Roy M. Crowe, 
Clarence R. Bull and John Bell, Jr. 





preciating, and the real estate agents 
again are earning good incomes. 

Employment in building construction 
lines shows considerable improvement 
over last year, both in the number occu- 
pied and in the amount of pay rolls. 
The greatest amount of present unem- 
ployment still exists in the building 
trades, however, according to a state- 
ment recently issued by the National 
Housing Administration. “General con- 
struction,” the statement points out, 
“has dropped from an annual pre-de- 
pression level of $11,000,000,000 to a 
present level of around $3,000,000,000. 
In home construction, the figures are 
even more startling. From a $3,000,- 
000,000 annual volume before the de- 
pression, home building has dropped to 
a tenth of that amount, or to a $300,- 
000,000 volume.” 

In building construction, more than 
in any other form of activity, the pre- 
ponderant share of the expenditure 
goes to labor. Estimates show that 
3,500,000 of the total unemployed would 
normally be engaged directly in con- 
struction activities, and that directly 
and indirectly the slump in the building 
industry accounts for more than 5,000,- 
000 of the men now out of work. The 
National Housing Act is striving 
definitely to revive the building trades 
in order to make these an assisting 
factor rather than a retarding one in 
the recovery program. 


Vv 


Why Industrials Should Buy 
from Electrical Wholesalers 
(Continued from page 13) 


because of this constant investigation of 
various lines, he has opportunities for 
comparisons that are not often available 
to the industrial user who buys direct. 
Furthermore, the wholesaler’s knowl- 
edge of the experiences of many plants at 
which he or his salesmen call, covering 
various types of electrical products and 
supplies, makes him a keen judge of what 
products will serve all his customers most 
satisfactorily. 


Manufacturers are frequently limited 
in the extent to which they can guarantee 
satisfaction to industrial and other users. 
When the electrical wholesaler selects a 
product, however, and offers it to his 
customers, that product carries his stamp 


| of approval, as well as whatever guaran- 


tee the manufacturer may attach to it. 
Wholesalers realize that repeat orders 


' from industrial customers are secured 


because products have proved satisfac- 
tory in actual use, and that their own 
need for maintaining a reputation as a 
supplier for such plants will not permit 
bias, a desire for selfish gain, or care- 
lessness, to affect their buying selections. 

4. When purchases are made from 
electrical wholesalers time and money are 
saved in the purchasing and accounting 
departments of industrial plants. This 
is so because many items may be in- 
cluded on one order thus reducing the 
cost of purchasing routine to a minimum. 
The time saved in securing and tabulat- 
ing quotations, issuing orders and main- 
taining order records, checking deliver- 
ies and invoices, accounting and paying 
bills, and interviewing salesmen consti- 
tutes a sufficient reason for buying from 
wholesalers whenever possible. 

5. The wholesaler offers immediate 
catalog and price information to indus- 
trial plants. The maintaining of com- 
plete catalog and price files in many small 
plants is not practical, although it is 
frequently a necessary function of the 
purchasing departments in large plants. 
Many electrical products purchased for 
plant maintenance, in particular, are 
bought only at infrequent intervals. 
Since the obtaining of quotations before 
issuing orders is a standard practice in 
industrial buying, the wholesaler, through 
his catalog and price service, and an ac- 
curate knowledge of comparative costs 
on competitive products, is in a position 
to assist industrial users in buying 
efficently. 

6. Electrical wholesalers grant credit 
to small as well as large buyers. Nothing 
is more important to the majority of 
buyers in industrial plants than the estab- 
lishment of satisfactory credit relations 
with sources of supply. Many manufac- 
turers of electrical products refuse to sell 
to plants with poor credit ratings or no 
credit rating at all. Local electrical 
wholesalers are in a position to extend 
credit to such plants very frequently be- 
cause they are in direct contact with each 
account and in a position to obtain better 
credit information then are manufactur- 
ers who may be located at some distance 
from the users of their products. By ex- 
tending credit in this manner the whole- 
salers enable small and financially weak 
plants to obtain the same economical 
supply service as large plants. The sig- 
nificance of this service becomes apparent 
when one considers the fact that in 1932 
and 1933, more than half of the manu- 
facturing concerns in the United States 
either had no credit ratings, or were 
rated at less than $5,000 by the standard 
financial rating services. 








April 1935 ELECTRICAL WHOLESALING 25 


—Yother 











Modern Yet Economical Substitute for 
Synthetic 






THEY 
OCCUPY 
SMALL 
SPACE* 





























SWITCH - CENTERS are 
SWITCHED Fusenters incor- 
porating the husky NID toggle 
switch. . . . They will open up new 
markets in the wiring device field, just 
as surely as Fusenters did when Bull Dog 
introduced them, to replace old type cut-outs 
in boxes. 


For SWITCH-CENTERS, with their Quality 

and Low Prices, will replace make-shift toggle 
switch types and permit SWITCHED-FUSE instal- 
lations in many cases, heretofore limited, account of 


price, to FUSE ONLY type. 


But to really appreciate the Profit Making Possibilities 
of these good-looking SWITCH-CENTERS, you must 
see and handle them for yourself —SO WHY NOT 
SEND ORDER FOR SAMPLE? 


*NOTE THESE PRICES AND SMALL DIMENSIONS 
Just the Thing for F. H. A. Projects 








3 to 2 Wire 3 Ph. 4 Wire Dimensions 
Cire. Cat. No. List Cat. No. List H w D 
+ PS304 $10.00 7 10%” 4%” 
8! PS308 20.00 PS408 $22.00 12” 10%” 4%” 
i PS312 30.00 PS412 33.00 15” 10%” 4%” 
, 





DISCOUNT SCHEDULE “L1’ 
Add “F’’ or “S’’ to Catalog Number to designate 
FLUSH or SURFACE 


Cat. No. PS304 


BuULLUOG ELECTRIC PRODUCTS CO. 


DETROIT MICH. U.S.A. - 
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Latest Code Developments 





Cash Discount Amendment 
Approved by NRA 


The National Industrial Recovery 
Board has now approved an amendment 
to Article IV, Section 8, of the elec- 
trical wholesale code. This provision 
reads as follows: 

“Section 8. It shall be an unfair 
trade practice for a member of the trade 
to grant or offer to grant to a customer 
a discount for cash at a percentage 
greater than the percentage of discount 
for cash received by such member of 
the trade on the same merchandise, or 
to allow or offer to allow extra dis- 
counts for anticipation of payment, or to 
allow or offer to allow a discount for 
cash on accounts remaining unpaid after 
the tenth of the calendar month follow- 
ing date of shipment, or to grant or 
offer to grant any discount for cash 
where payment is made by warrant, 
note or trade acceptance.” 

The code authority for the electrical 
wholesale trade calls attention to the 
fact that the addition of the words 
“offer to grant” makes it a violation of 
the code for any member of the trade to 
offer to a customer a discount for cash 
not in accordance with this provision. 


Vv 


Inspectors Ask NRA to Include 
Underwriters Standards in Codes 


The NRA, through Assistant Deputy 
Administrator P. F. Siling, has advised 
that numerous letters have been received 
from electrical inspectors from all over 
the country, asking the administration 
to include safety standards of the 





Underwriters’ Laboratories in the sup- 
plementary code for the portable elec- 
tric lamp and shade industry. 

In Mr. Siling’s communication he 
indicated that NRA will give careful 
consideration to the inclusion of 
Underwriters’ Laboratories safety 
standards before the proposed amend- 
ments to the section of the code relat- 
ing to safety standards for the lamp 
and shade industry is finally approved. 

The inspectors’ desires are also being 
recorded with NRA for consideration 
in connection with other supplementary 
electrical codes. 


- Vv 


NRA Rules on Sales Made 
Under “Budget” Plan 


The following’ ruling on provisions of 
the retail code was announced last 
month by NRA: 


Facts.—It appearing that there is a 
difference of opinion as to whether or 
not it is in violation of article IX, sec- 
tion 1 (a), of the Code of fair competi- 
tion for the retail trade for a retailer, 
in connection with any offer of sale on 
a deferred, “budget”, or installment 
payment plan, whether in advertising 
matter or direct to the customer or 
otherwise, to quote or fix a price or 
solicit deferred, “budget,” or install- 
ment payments of any kind without at 
the time stating definitely, if such is the 
case, that additional financing or other 
charges will be made or imposed. 

QuestTion.—Is such a practice in 
violation of article IX, section 1 (a), 
of the Code of fair competition for the 
retail trade? 








A Goodly Crowd was there. Not in the good old barroom, but in the shipping 
room of Allen Electric Co., Cleveland. From the left: W. Schneider, warehouse 
manager; Joe Friedel, sales manager; Ed Palivec, shipping clerk; H. W. Allen, Jr., 
salesman; Joe Krejci, shipping clerk; W. Dreger, salesman, and Fred Volna, driver. 


INTERPRETATION.—It shall be in viv- 
lation of article IX, section 1 (a), for 
a retailer, in connection with any offer 
of sale on a deferred, “budget,” or in- 
stallment payment plan, whether in 
advertising matter or direct to the cus- 
tomer or otherwise, to quote or fix a 
price or solicit deferred, “budget,” or 
installment payments of any kind with- 
out at the time stating definitely, if such 
is the case, that additional financing or 
other charges will be made or imposed. 


v 


Amendment to Price Provision of 
Electrical Manufacturing Code 


The board of governors of NEMA 
has applied to NRA for approval of a 
proposed amendment to Article X, 
third paragraph, of the basic code for 
the electrical manufacturing industry. 

As amended, this paragraph would 
read as follows: 

“No employer shall quote, bid, offer 
to sell, contract to sell or sell directly 
or indirectly by any means whatsoever 
any product of the industry covered by 
the provisions of this article at a price 
lower or at discounts greater or on 
more favorable terms of payment than 
those provided in his current net price 
lists or price lists and discount sheets.” 


v 


Washing Machine Guarantees 
Limited to One Year 


An amendment to the code for the 
washing and ironing machine industry, 
approved by NRA on February 21, pro- 
hibits the giving of any guarantee in 
excess of one year from date of sale to 
replace defective parts or workmanship. 


7 


Code Authorities Exempt 
From Income Tax 


Under a ruling of the Commissioner 
of Internal Revenue, code authorities 
are entitled to exemption from Federal 
income taxes and from filing returns 
therefor. 

They are required, however, to file 
with the Collector of Internal Revenue 
in their district an affidavit in the form 
required by Article 101-1 of Regulation 
86 of the Bureau of Internal Revenue, 
setting forth the character of the organ- 
ization, the purpose for which organ- 
ized, its activities, the sources and dis- 
position of its income, whether any of 
its income is credited to surplus or may 
inure to the benefit of any private in- 
dividual and all other general facts 
relating to its operations which bear 
upon its right to exemption as a non- 
profit entity. 

The exemption does not extend to 
members or employees of code authori- 
ties as individuals. 














Wire performance depends upon insulation 
— insulation depends upon rubber. As a 
product of the largest producer of rubber. 
U. S. Satecote is your assurance of the ulti- 
mate in wire performance. All sizes. A 
variety of colors for circuit identification. 


Stocks In All Industrial Centers 


United States Rubber Company 


1790 BROADWAY ° NEW YORK, N. Y. 
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No one ever notices the commonplace. Achieve- 
ments always attract attention and admiration. 

Electrunite Steeltubes is an achievement that 
has been years in the making. The eyes of the 
electrical industry are focused on it, because here, 
in a single product, are all the fine qualities that 
building and plant owners, engineers, architects 
and electrical contractors have wished for in 
conduit. Nor, fortunately, are the qualities in- 
tangibles. They can be seen 
and valued through actual 
experience. 

Here is an electrical 
metallic tubing requiring 
no threading, and giving 


Electrical Division 


‘| Steel and lubes uc. 


WORLD’S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 





adequate electrical and mechanical protection 
without added useless weight—that is easier to cut 
and bend—that requires only three simple fittings 
to adapt it to any job—that takes advantage of a 
patented inside surface to speed up wiring ap- 
proximately 35%—that actually costs less with all 
fittings than old-style conduit—that saves time 
and money on every contract. 

Contractors everywhere are realizing that old 
standards are passing—that salvation of profits 
lies in keeping abreast of the times and adopting 
new products as fast as their worth becomes 
proved. Be in a position to satisfy your custom- 
ers’ demands, and your profits, too, are assured. 
Write for further data on Electrunite Steeltubes. 







Knurled inside finish 
available in 4", 3" 
< and 1” sizes 
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CHEVRON 


SILVER ARC-GAP 
PLATED 

















HE “streamlines” of the new, small C-H Bulletin 4140H2 Safety Switch 

have caught the eyes, and boosted the sales, of independent electrical 
contractors and wholesalers everywhere. But even without that newly 
styled case, this switch is a winner; the new outside merely calls attention to 
equally striking achievements imside—features that build sales and repeat 
business. Read these advancements, all combined in the simplest and 
sturdiest of mechanisms: 


Positive make and break. Plenty of knockouts, some in rear, also on 
sides near back edges to permit direct running of conduit. All contacts silver- 
plated. Chevron arc-gap kills the arc. Maximum simplicity; no springs or 
“gimmicks” (see photos) avd with such further attention to details as: MOUNTING 
Sufficient wiring space but when desired, mechanism is completely re- SCREWS CAN'T 
movable to permit the unobstructed pulling of wires; Case arranged so FALL OUT 


mounting screws are self-locating when mechanism is replaced; Mounting 





screws can’t fall out when mechanism is removed; Lock washers prevent 
loosening of mechanism in service; screws can be tightened without strain 
on porcelain base; Insulating fibre glued to sides and back of case for con- 
venience when mechanism is removed; Laminated horn fibre operating 
handle does not carbonize under arcing—A switch truly as modern inside 


as out! 


Suitable as an entrance switch in many localities. Ideal for oil burners, 
domestic stokers, air compressors, unit heaters, dairies, laundries, ice plants, 


stores, etc....A switch to use in getting new customers and keeping old 
ones! CUTLER-HAMMER, Inc., Pioneer Manufacturers of Electric Control 
Apparatus, 1327St. Paul Ave., Milwaukee, Wisconsin. 


UTLER-HAMMER SWITCHES 


UILT TO THE FAMOUS STANDARD OF CUTLER-HAMMER MOTOR CONTROL 





















Trade Associations 








Lake Michigan Club to Meet At 
French Lick, May 9-10 


The Lake Michigan Club, an informal 
group of electrical wholesalers in the 
middle west, will hold a spring meet- 
ing at French Lick Springs, Ind., on 
Thursday and Friday; May 9 and 10. 

Members of the various local whole- 
saler associations in Illinois, Indiana, 
Ohio, Michigan, Iowa, Minnesota and 
Kentucky are being notified of this 
meeting by A. J. McGivern, managing 
director, Chicago Electrical Whole- 
salers Association, who is in charge 
of arrangements. 

Wholesalers from all parts of the 
United States, as well as manufac- 
turers, will be welcome. The sessions 
will be devoted to frank and open dis- 
cussions of current problems. There 
will be no closed meetings. Special 
American plan rates of $12 single and 
$20 double have been secured. 

Reservations may be through A. J. 
McGivern, 600 West Jackson Boulevard, 
Chicago. 


v 


National Council Requests Data 
on Manufacturers’ Policies 


The National Council of Electrical 
Wholesaler Associations, 22 East 17th 
St., New York City, is requesting state- 
ments of sales policies from manufac- 
turers who do business with electrical 
wholesalers. The manufacturers are 
asked to reply to these questions: 

“Do you sell direct to the following: 
Public utilities; hardware wholesalers; 
hardware retailers; chain stores; syndi- 
cate buyers; mail order houses; de- 
partment stores; contractors; dealers, 


> 
manufacturers who used standard elec- 
trical items in the fabrication of their 
finished products and not for resale? 
(Indicate whether you sell them at 
same price as wholesaler; lower than 
wholesaler, or higher than wholesaler. ) 

“Do you manufacture a secondary 
line? List the brands. 

“Do you manufacture for, or furnish 
material to, competing manufacturers 
whose main business is the supplying 
of chain stores?” 


Vv 
E.E.W.A. Elects Officers 


New Officers elected last month by the 
Eastern Electrical Wholesalers Asso- 
ciation, include: A. Beller, Eastern 
Electrical Supply Co., Newark, presi- 
dent; H. Baitinger, Baitinger Electric 
Co., New York City, lst vice-president ; 
Andrew Greenfield, Greenfield Elec- 
trical Supply Co., Brooklyn, 2nd vice- 
president; N. Gertler, Gertler Electric 
Co., New York City, treasurer, and 
S. M: Berman, D. Berman & Son, 
Brooklyn, secretary. M. M. Lowenthal, 
Lowenthal Lighting Fixtures and Elec- 
tric Supplies, Hackensack, was elected to 
the board of governors to succeed Mr. 
Beller. Other members of the board 
were reelected. 


Vv 
Southeastern Wholesalers Meet 


A meeting of the Southeastern Elec- 
trical Wholesalers Association, held at 
the Winecoff Hotel, Atlanta, March 16 
and 17, was attended by representatives 
of more than 20 wholesaling firms 
located in Georgia, Alabama, Florida, 
Tennessee and the Carolinas. The Na- 
tional Council of Electrical Wholesaler 




















































A Cold Day, therefore their hands are in their pockets. C. H. Grove, secre- 
tary and radio manager, was lucky having a heavy coat. The next member 
of the H. Poll Electric Co., Toledo, Ohio, is E. B. Terry, credit manager, then 


Mel Corbin, shipping clerk and P. Keim who does the purchasing. 
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Associations was represented by Captain 
G. V. Weir, managing director. 

R. S. McDonald, McDonald Electric 
Co., Miami, outlined the benefits 
obtained by Florida wholesalers through 
the activities of their state association. 
Current problems were discussed dur- 
ing the two days’ session, including the 
new SJ lamp contracts. H. L. Jackson, 
Economy Electric Supply Co., presi- 
dent of the Southeastern Association, 
presided. 

v 


Greusel Heads Wisconsin 
Radio Association 


Frank W. Greusel, Maurer-Greusel 
Co., Milwaukee, has been elected presi- 
dent of the Wisconsin Radio, Refrigera- 
tion & Appliance Association. Other 
wholesaler officers include Arch R. 
Strong, Pritzlaff Hardware Co., vice- 
president for the wholesale division, and 
A. Van Antwerpen, treasurer. The 
meeting marked retirement from the 
industry of Michael Ert, one of the 
organizers and a former president of 
the association. H. L. Ashworth was 
named executive secretary. He will 
maintain headquarters at 125 East Wells 
St., Milwaukee. 


v 


Connecticut Anti-Radio Bill 
Opposed by RMA 


From the 44 state legislatures now 
meeting the first bill aimed at automo- 
bile radio has come from the Connecti- 
cut legislature where a bill has been 
introduced to fine any one $50 for hav- 
ing a radio in their automobile, with 
police cars exempted. RMA is oppos- 
ing the Connecticut bill in cooperation 
with its state legislative committee, com- 
prising prominent Connecticut distribu- 
tors and dealers. Thus far RMA has 
opposed all such legislation success- 
fully and no state has enacted a law of 
this character. All states have recog- 
nized, after investigations, that automo- 
tive radio is a factor to decrease driving 
speed and, therefore, reduces instead of 
increases highway hazards. 


v 


TVA Specifies Products Listed 
by Underwriters’ Laboratories 


The Electric Home and Farm Au- 
thority specifications for domestic elec- 
tric refrigerators, electric ranges, and 
outside circulating water heaters pro- 
vide that these devices be listed by 
Underwriters’ Laboratories. This re- 
quirement is further explained in the 
specifications as follows: “No attempt 
has been made to include features which 
are covered by the Underwriters’ 
Laboratories’ Standards. Also no re- 
quirements are incorporated which are 
in conflict with the Underwriters’ 
Laboratories’ Standards.” 
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1935 National Electrical and 
Radio Exposition 


Announced as “A Review of Prog- 

ress,” with which there will be com- 
bined “A Pageant of Achievement,” 
the National Electrical and Radio Ex- 
position will be held this year in Grand 
Central Palace, from September 18 to 
28, inclusive. 
. Sponsored by the Electrical Associa- 
tion of New York, Inc., the exposition 
will present, according to Clarence L. 
Law, president of the Association, “all 
that electrical science and industry have 
to offer in lighting, heating, refrigera- 
tion, air-conditioning, oil burners, do- 
mestic and industrial appliances and 
the latest in invention and development 
in the field of radio.” 

It is anticipated that this year’s ex- 
position will be the most comprehensive 
yet held and that the spacious floors of 
Grand Central Palace will be taxed to 
care for the manufacturers and 
wholesalers in the electrical and radio 
fields who have expressed their inten- 
tion of being represented. 

Outstanding features of the “Review 
of Progress” and the “Pageant of 
Achievement” will be the graphic 
presentations of the latest products oi 
inventive genius in radio and electrical 
fields; the “eye-opening” wonders that 
are so interesting and thrilling to the 
laymen together with scores of practi- 
cal demonstrations “in use” of the many 
perfected electrical devices and services 
intended for household use. Special dis- 
plays will demonstrate the engineering 
progress in the field of radio receivers 
and accessories, with two crystal radio 
broadcasting studios providing daily 
broadcasts by the leading radio chains 
and presenting the leading artists of 
the air, screen and stage. 


Vv 


New Window Display Contest 
For Appliance Dealers 


A national contest, running through 
the months of April, May and June, 
offers cash awards for the best retail 
window displays. The competition will 
be divided into three classes: depart- 
ment stores, miscellaneous dealers and 
utility stores, with $200 in prizes to be 
awarded in each class. 

This is the second quarterly contest 
in the National Electrical Housewares 
Program for 1935, sponsored by the 
Edison Electric Institute and appliance 
manufacturers. While last year’s pro- 
gram was confined to those appliances 
which had to do with table cookery and 
to directly related devices used in the 
kitchen, such as mixers, electric 
roasters, etc., this year a number of 
other popular household items have been 
added, including irons, clocks, radiant 
heaters and the like. Hence the newer 
and more inclusive term, electrical 
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Dobkin’s New Quarters. Due to increased business, the Dobkin Electrical Supply 
Co., Chicago, Ill., found their floor space at 216 North Wells St. too limited, so 


they moved recently to 164-166 North Wells St. 


In their present location, the 


Dobkin firm has ample room for displaying and handling their various supply, 


fixture and appliance lines. 


Major lines are featured on upper portion of show 


windows, which can be seen by riders on the elevated. 





housewares. Complete details of the 
contest may be secured from the Edison 
Electric Institute, 420 Lexington Ave., 
New York City. 


Vv 


Standards for Rigid Conduit 


The Rigid Steel Conduit Association 
announces the publication of new rigid 
conduit industry standards for standard 
rigid steel conduit, zinc-coated and 
enameled. 

These are the first printed industry 
product standards covering manufac- 
turing and installation data which have 
ever been published by any group of 
manufacturers in the wiring material 
field. 

The standards represent many years 
of research, improvement, and _ stand- 
ardization in standard rigid steel con- 
duit, and will be found to be of invalu- 
able assistance to architects, engineers, 
electrical inspectors, contractors, work- 
ers, and all large users of this important 
wiring material. 

Copies of the new standards are avail- 
able from the Rigid Steel Conduit As- 
sociation, 17 East 42d St., New York 
City. 

v 


Harry Kirkland Now Assistant 
to NEMA’s Managing Director 


The National Electrical Manufac- 
turers Association has announced the 
appointment of Harry B. Kirkland as 
assistant to W. J. Donald, managing di- 
rector of the association. Mr. Kirkland 
has recovered from a recent serious ill- 
ness and is now back at NEMA head- 
quarters actively engaged in his new 
responsibilities. He is succeeded as di- 
rector of the uniform legislation depart- 
ment by R. Bourke Corcoran, who will 
also direct NEMA-FHA activities. 


Columbus Wholesalers Hold 
Informal Meetings 


Meeting informally every Monday for 
luncheon at the Fort Hayes Hotel, the 
electrical wholesalers of Columbus, 
Ohio, have the opportunity of telling 
one another what is wrong with the 
other fellow and his method of doing 
business. Without bothering to give 
themselves a name since their first 
gathering six years ago, the only 
semblance of formality is that H. D. 
McCleery is chairman ready to act 
when the discussions become too in- 
volved. 


Vv 


Buffalo League Promotes 
Industrial Modernization 


“Save By Modernizing Electrically” 
is the title of a 12-page bulletin which 
has been mailed to 2,500 industrial plants 
in the Buffalo area by the Electrical 
League of the Niagara Frontier. 

In commenting on the activity, Karr 
Parker of McCarthy Bros. & Ford, who 
is president of the League, states that 
“this publication calls attention to the 
economies to be effected by modern 
electrical equipment, automatic control, 
electric heating and high intensity 
lighting.” 

“Reference is made in the booklet to 
certain plants in this territory where 
modern electrical installations have been 
made, steam plants replaced, etc. These 
are actual installations. The savings 
are as stated in the booklet and we 
have on file letters from the owners of 
these plants testifying to the facts. We 
believe that there is a great deal of this 
business to be had by active and intelli- 
gent promotion and aggressive selling ; 
business for the electrical manufacturers 
and increased load for the utilities.”’ 
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Wholesaler Activities _ 





McNaughton-McKay Celebrates 
25th Anniversary 


In 1910, Arch McKay and John R. 
McNaughton, with five employees, 
opened their electrical wholesale house 
in Detroit, hardly realizing that a quar- 
ter of a century later the company would 
occupy a five story building and employ 
38 people. 

On February 11 more than a thousand 
friends from the manufacturing, indus- 
trial, dealer and contractor fields met 
with members of the McNaughton-Mc- 
Kay Electric organization at the Book- 
Cadillac Hotel to celebrate the firm’s 
25th anniversary. 


v 


New Appointments Announced 
by General Electric Supply 


The following changes in personnel 
have been announced by the General 
Electric Supply Corp. : 

L. H. Edenfield has succeeded G. W. 
McIntosh as branch operating manager 
at Nashville. 

B. K. Matthews has been appointed 
local manager of appliance sales at 
Oklahoma City. 

New local managers are G. Woll, 
Allentown; W. H. Behrens, Reading, 
and V. R. Crooks, Scranton. 


v 


Graybar Appointments 


J. H. Wendt has been appointed 
credit manager at the Richmond, Va., 
office of the Graybar Electric Co. to 
succeed D. T. Davis, deceased. Mr. 


Wendt was formerly in the credit de- 
partment of the New York office. 

W. A. Arthur has been appointed 
sales manager of the Oklahoma City of- 
fice. Mr. Arthur was transferred from 
the position of salesman and specialist 
at Kansas City. 

J. A. Mayer, formerly branch man- 
ager at Oklahoma City, has been 
transferred to Denver where he will 
succeed A. C. Cornell as manager, who 
has been granted a temporary leave of 
absence to recuperate from a recent 
siege of ill health. 


v 
Hyland Holds Annual Banquet 


The seventh annual banquet and 
meeting of the Hyland Electrical Sup- 
ply Co., Chicago, was held in the grand 
ball room of the Palmer House on 
March 25. Dr. Preston Bradley, guest 
speaker, was presented to the several 
hundred in attendance by M. C. Tara- 
dash, president of Hyland. 


Vv 


McCleery-Carpenter Holds 
Series of Trade Meetings 


The need for stimulating interest and 
a large vacant room adjoining the ware- 
house acted as “mothers of invention” 
to the bi-monthly meetings sponsored 
by McCleery-Carpenter Electric Co., 
Columbus, Ohio. The lines of only one 
manufacturer are shown at each meet- 
ing. On March 15, for instance, a rep- 
resentative of the Square D Co. ex- 
plained his company’s line of switches 
and demonstrated their applications, 








The Line-Up for the day is only partially complete, but most of the heavy hitters 


of G. E. Supply’s Akron house are here. 


The “batsmen” are G. D. Hartenstein, 


warehouse man; H. Smith, G. E. Merchandise Dept., Nela Park; R. C. Rasp, 
counter man; R. W. Haege, supply sales, and on the right is L. A. Gleason, branch 


operating manager. 


after which refreshments were served. 

Cards sent in advance to contractors, 
dealers, architects, plant electricians, 
superintendents and officials serve as 
entrance tickets to each meeting. At- 
tendance has grown from 50 at the first 
of these gatherings to more than 200 at 
the March meeting. 


v 


Crosley Distributor Places 
Million Dollar Order 


An order calling for 125 carloads of 
Crosley refrigerators, with a retail 
value of $1,000,000, was received last 
month by the Crosley Radio Corp. from 
the Apollo Distributing Co. of Newark. 
This is believed to be the largest single 
order for electric refrigerators ever 
placed with any manufacturer. It was 
given to H. E. Richardson, assistant to 
Powel Crosley, Jr., president, Crosley 
Radio Corporation, by Dave Slobodien, 
president, and Fred Goldberg, secre- 
tary-treasurer, of the Apollo company, 
and calls for shipments to be made as 
rapidly as possible. 


v 


Wehle’s Jamestown Branch 
Moved to Buffalo 


E. C. Wehle, general manager, Wehle 
Electric Co., Binghamton, N. Y., has 
announced the removal of this firm’s 
Jamestown branch to 244 East Genesee 
St., Buffalo, on April 1. All purchas- 
ing for this branch, as well as for the 
Rochester and Elmira houses, is done 
at the Binghamton headquarters. 


Vv 


Bay State Supply Opens 
Boston Headquarters 


Headquarters of the Bay State Elec- 
tric Supply Co. have been transferred 
from Waltham, Mass., to a new store at 
the corner of High and Pearl Sts., in 
Boston. The Waltham store, which is 
located at 133 Moody St., will be con- 
tinued as a branch house. 
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Braun Buys Harry Alter’s 
Radio Parts Business 


W. C. Braun, Chicago distributor of 
radio parts, has purchased the entire 
stock of radio parts of the Harry Alter 
Co. . The Alter Company will continue 
its activities in the refrigerator parts 
field. 

Vv 


Mogull Bros. Add Home Movies 


Mogull Bros. Electric Corp., 1944 
Boston Road, New York City, has built 
up an extensive home movie department 
which handles 8 and 16 mm. cameras. 
also projectors, screens and other acces- 
sories. 6,000 varied 16 mm. subjects are 
listed in a 55-page film catalog. 
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BRYANT — 


RANGE RECEPTACLE 















EYE APPEAL 


The glossy-black Templus casing, with 
attractive lines, is the answer to the re- 
quirement for good appearance on the 


range installation. 


QUICK INSTALLATION 


The solderless connections fulfill 
the requirement for quick and 
easy installation. 

Other features of interest to the 
installer are: 








A. Husky, single screw terminals, with 
washers to provide a large, stable, 
bearing surface for the wires. 


B. 3/4 inch and 1 inch knockouts in 
bottom and back. 

C. Cable clamp for bottom or back 
entrance of cable to hold either BX 
or non-metallic sheathed cable. 

D. Grounding strap No. 3827 may be 


used when armored cord sets are 
to be used on the installation. 

















No. 3827 GROUNDING STRAP 
For further information write to the nearest Bryant Office 


3 R y A N T Superior ‘Wiring Devicer 
i by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORK 60 East 42nd Street . . CHICAGO 844 West Adams Street . . SAN FRANCISCO 149 New Montgomery Street 
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Graybar Service Record 
Held by Cossmann 


One woman and nine men have re- 
cently completed service records with 
the Graybar Electric Co. ranging from 
20 to 35 years. 

This group of veterans is headed by 
George J. Cossmann, assistant sales 
manager and merchandising manager of 





G. J. Cossman 


Graybar’s Chicago office. Mr. Coss- 
mann affiliated with the Western Elec- 
tric Co. in 1900. Over a period of 35 
years the story of his career with the 
Western Electric and Graybar organiza- 
tions is one of steady rise from clerk to 
his present executive position. As a 
member of the Chicago Association of 
Commerce, Mr. Cossmann has been 
active in the work of this civic organiza- 
tion for many years, serving as general 
secretary and director in 1932. In 1933 
and 1934 he was a director of the Elec- 
trical Association of Chicago. 

By a mere matter of days, E. A. 
Hawkins, assistant general sales man- 





E. A. Hawkins 


ager in Graybar’s general department 
at New York, leads three other mem- 
bers of this organization who have con- 
tinuous service records of 30 years. Mr. 
Hawkins is a graduate of Cornell Uni- 
versity with the degree of Mechanical 
Engineer and has served in various 
executive capacities with both Western 
Electric and Graybar. 


A. D. Barber, manager of the Omaha 
office, a graduate of the University of 
Missouri and prominent worker in the 
civic and social organizations of Omaha, 
also dates his service back 30 years. 

D. J. Hannan, service manager at 
Philadelphia and member of the Elec- 
trical Association of Philadelphia, is an- 
other Graybar veteran of 30 years with 
the company. 

It’s not often that one finds a woman 


‘who has devoted 30 years of her life to 


the services of one company. However, 
Lillian F. Mohns has completed this 
record with Graybar’s Chicago office. 

C. A. Davis, telephone sales manager 
in the general department at New York, 
affiliated with the Western Electric Co. 
in 1910. Thus 1935 marks his 25th an- 
niversary in the services of these two 
companies. 

T. A. Frost, supply salesman in the 
New York office, also dates the begin- 
ning of his services back 25 years. 

L. T. St. John, salesman at Minne- 
apolis, is another 25-year man, as also 
is Henry Bloom, warehouseman at 
Seattle. 

Stephen Sullivan, shipping clerk in 
the Boston office, is the ninth member of 
this group with a service record of 20 
years completed this past February. 


v 
Sackett Electric, Columbus, 
Occupies Larger Quarters 


The Sackett Electric Co. of Columbus, 
Ohio, is now located in larger and im- 
proved quarters at 99-101 North Fourth 
St. The new building contains an ele- 
vator and provides 10,000 sq.ft. more 
floor space than the former location on 
North Third St. There is a side en- 
trance for loading, and ample parking 
space is available for customers. 


v 
G.E. Distributor Meetings 
Stress Sales Training 


A different type of spring sales con- 
vention was conducted this year by dis- 
tributors of General Electric home 
appliances. The conventions, just con- 
cluded, were held in 50 metropolitan 
centers throughout the United States. 
Attended by approximately 14,000 G.E. 
dealers, salesmen, representatives of de- 
partment stores, utilities and other sales 
outlets, they were regarded by G.E. 
home office sales heads and distributors 
as the most successful ever sponsored 
by the company. 

The convention programs differed 
from those of previous years in that 
they were dramatically presented by 
three convention troupes traveling out 
of Cleveland. With thoroughly re- 
hearsed presentations, depicting the 
wrong and right methods of selling ap- 
pliances, the troupes covered the country 
in much the same manner as the old 
one-night-stand theatrical companies. 
Principal objectives of the convention 
presentation were: 








An Attractive Background for F. G. 
McKay, _— stock maintenance, Bud 
Schwyn, stock man, and _ customer 
Andrew Krasucki, owner of the General 
Radio & Electric Co. We understand 
that this display room of Graybar’s 
Toledo branch appeals to customers both 
day and night, since somebody threw a 
brick through the window one evening 
not long ago and walked off with part 
of the display. 





To give the field selling organization 
a clear presentation of G.E.’s 1935 line: 
of home appliances. 

To impress the field organization 
with the necessity of doing a balanced 
sales job. 

To show the need and value of sales 
training. 

The dominant note of convention 
programs was sales training. It was 
woven throughout the entire presenta- 
tion by first showing the futile results 
of the hit-and-miss method of selling 
by the untrained man, and then later, 
the order-producing results obtained by 
the salesman thoroughly equipped with 
proper training and knowledge of his 
product. v 


Electrical Lines Lead 


A. M. Loewen, of the Geller, Ward 
and Hasner Hardware Co., St. Louis, 
reports that the improvement in sales 
of his firm since the first of the year 
has been largely due to increased busi- 
ness on electrical lines. The number of 
lamp contracts has been doubled and 
electrical items are now the “bright 
spot” of the firm’s entire business. 


v 


Anchor Lite Appliance Holds 
Refrigerator Service School 


On March 11 the Anchor Lite Ap- 
pliance Co., Pittsburgh, Crosley dis- 
tributors for western Pennsylvania, 
held their first refrigerator service 
school of the season, at which there was 
an attendance of 74. J. W. Dunn, en- 
gineer for the Crosley Radio Corp., 
headed the list of instructors. 


Vv 


Royal Eastern Installs 
IES Study Lamps 


The Royal Eastern Electrical Sup- 
ply Co., New York City, has recently 
equipped its offices with IES portable 
study lamps, using 150 watt bulbs. 
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Switches for 


better lighting 


installations ° © » 









Sell these modern high-capacity switches 
for modern high-intensity lighting 


High-wattage ““Type C” lamps throw a tre- 
mendous current-surge and strain on the 
control switches... H&H “Type C” 
Switches CARRY THIS LOAD. They’re 
specifically designed for modern lighting 
control, with 20 and 30 Ampere ratings. 
In selling your modern lighting job, sell 





these high-capacity switches to handle it 






No.428] with 
No.9021 Plate 


each installation. Send for catalog data- ‘ 


—not only for more efficient control 


but for greater volume and profit on 


sheets carrying complete information. 


—— HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD. CONN. 
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Personals 


EN SORT RES SPE A LOE LOE L LYLE EE TE TE ES 


Frep W. HELp and J. G. TETER are 
new members of the Glasco Electric 
Co’s organization in St. Louis. Held 
will handle details in a secretarial ca- 
pacity under sales manager John Steele 
and will have charge of the sales floor 
on major appliances. Teter will also 
specialize in major appliances, as city 
salesman. 

A. V. Bice, formerly with Bard- 
Barger Co., Cincinnati, now has charge 
of appliance sales at Pixley Electric 
Supply Co., Columbus. 

H. R. Frazier is with Moock Electric 
Supply Co., Canton, Ohio, in the 
capacity of air conditioning engineer. 
Mr. Frazier hails from Kent, Ohio, 
where he formerly was in business for 
himself, dealing in refrigerators. 

A. C. ZreMER covers the city and 
nearby territory on appliances for the 
Akron branch of General Electric Sup- 
ply Corp. Mr. Ziemer came to the 
“rubber center” from New York City, 
where he worked for the New York 
Edison Co. 

E. A. Laucxs has been advanced 
from salesman to promotion manager at 
the Hughs-Peters Electric Co., Colum- 
bus. Hersert Nant, formerly with the 
Roekel Co. of Zanesville, is now travel- 
ing the country territory, while Stanley 
A. Yaney, recently with the Frigidaire 
Corp., has charge of air conditioning 
and commercial refrigeration. 

CuHartes M. Tutte has been ap- 
pointed manager of Milhender, Inc., 
Boston, following 15 years’ service 
with the General Electric Supply Corp. 
and its predecessor, the Pettingell- 
Andrews Co. 

PauL SUNDGREN has succeeded W. T. 
CLowWER as city salesman at the West 
Palm Beach branch of the McDonald 
Electric Co. of Miami. Clower is now 
covering the territory between Sebastian, 
Hollywood and Clemson. 

I. Jostyn is a new man with the 
Peerless Electrical Co., Minneapolis. 
He is covering north-central Minnesota 
and western Wisconsin. 

J. R. HEIDENREICH, power apparatus 
engineer, formerly with the General 
Electric Co., is handling the eastern 
Indiana territory for the Triangle 
Wholesale Electric Co. of Muncie. 

New men with the Des Roberts Elec- 
trical Supply Co., Lynn, Mass., include: 
WaRREN CAMERON, covering Essex 
County; Tuomas Doy te, city salesman, 
and CHARLES MICHAUD, JR., counter 
sales. 

Harry H. CuHeen has resigned as 
salesman for the Belasco Electric Supply 
Co., Chicago, to take a position with a 
manufacturer of portable lamps. 

J. P. H. Jensen, formerly with West- 
inghouse, is traveling Nebraska and 
South Dakota for the Warren Electric 


Co., Sioux City. Increased business is 
responsible for the transfer of RoGER 
CarLson from his territory to the inside 
organization. 

J. C. Vincent, formerly inside sales- 
man, is traveling the southern Georgia 
territory for the Columbus, Ga., Iron 
Works Co. D. D. Stroup has taken 
over inside sales and quotaions. 





Obiwety 


Charles E. Merrill 


Charles E. Merrill, secretary and 
purchasing agent of the Parr Electric 
Co., Brooklyn, N. Y., passed away on 
February 16. He had been with this 
company since its organization in 1919 
and was appointed secretary in 1920. 
Previously, he was connected with the 
Manhattan Electrical Supply Co. for a 
great many years in the capacity of 
purchasing agent. Mr. Merrill was a 
charter member of the Electrical As- 
sociates Club and also served as its 





Charles E. Merrill 


treasurer. One of the veterans of the 
electrical wholesaling industry, he was 
held in high esteem by a wide circle of 
friends, both wholesalers and manu- 
facturers. 


James A. Johnson 


James A. Johnson, one of the lead- 
ing electrical wholesalers of Milwaukee, 
Wis., died on February 22 at the St. 
Camille Hospital, at the age of 49. 
Born and raised in Milwaukee, Mr. 
Johnson first entered the business world 
as a lawyer, having been graduated 
from law school of the University of 
Wisconsin. In 1919, he entered the 
electrical field by acquiring controlling 
interest in the Boggis-Johnson Elec- 
tric Co. 

Although Mr. Johnson was president 
and treasurer at the time of his death, 
ill health for the past several years had 


prevented him from taking an active 
part inethe company. 


Guy S. Felt 


Guy S. Felt, vice-president of the 
Hygrade Sylvania Corp., and one of the 





Guy S. Felt 


most prominent figures in the in- 
candescent lamp and radio tube indus- 
try, died Friday morning, March 8, at 
St. Luke’s and Children’s Hospital, 
Philadelphia, after a short illness and 
from unknown causes. Fifty-three years 
of age, he had been in poor health only 
for a matter of a few weeks and his con- 
dition was not thought to be serious 
until recently. 

Mr. Felt was born and lived all his 
life in Emporium. His father and his 
grandfather were early pioneers in this 
region and the family name was promi- 
nent in all the activities of the com- 
munity. Identified with lumber inter- 
ests in his early years, about 16 years 
ago he became associated with B. G. 
Erskine and others in the company 
which eventually became part of the 
Hygrade Sylvania Corp. Aside from 
the financial direction of the company, 
Mr. Felt was for many years respon- 
sible for credit relations with customers 
and in this connection became known to 
a large majority of the important manu- 
facturers and wholesalers in the electrical 
industry. 


v 
Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of January: 

















Jan. 1935 with 

Federal Reserve Dec. Jan. 
District 1934 1934 
Oe —24.4 +14.8 
Philadelphia....... +50.0 +11.0 
San Francisco...... —24.8 +23.6 
a ae —31.5 — 9.0 
PUGED. 6. cccsc cel one + 0.8 
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GET ACQUAINTED WITH THE MANY 
FEATURES RECENTLY ADDED TO THE 
BENJAMIN LIGHTING EQUIPMENT LINE 








1. For general lighting 





*Turnlox” 


R L M Dome 


2. For soft, diffused 
lighting 





“Turnlox”’ 
Glassteel Diffuser 


3. For lighting from 
the side 





“Turnlox” 
Elliptical Angle 
Reflector 


4. For lighting high 


narrow bays 





Concentrating Type 
Reflector 





5. For gasoline re- 
fineries and other ex- 
plosive atmospheres 





Explosion-Proof 
Fixture 


6. For grain elevators 
and other explosive 
dusts 





“Type II-G” 
Dust-Tight Fixture 


7. For very smoky, 
damp and dusty loca- 
tions 





““Vapor-Seal” 
Fixture 


8. For locations ex- 


posed to vapors and 


non-combustible dust 





Heavy Duty Gas and 
Vapor-Proof Fixture 





9. For locations exposed to 
vapors and moisture 





“Vapolet” 








10. To keep lamps and 
reflectors clean 


Dust-Tight Glass 
Cover 





11. For high intensity 
supplementary 


lighting 





““Intensifier”’ 





12. For sign lighting 





“Master” 
Sign Reflector 








SEND FOR YOUR COPY OF NEW BENJAMIN CATALOG 26 


288 pages, with hundreds of illustrations, complete listings and helpful engineering data on Reflectors, 
Lighting Equipment, Floodlights, Fittings, Sockets and Signals. 


BENJAMIN ELECTRIC MFG. CO., Des Plaines, Illinois. 


New York, 


Chicago, San Francisco 


BENJAMIN REFLECTORS 


FLOODLIGHTS 


PANELBOARDS 


FITTINGS 


SIGNALS 
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Manufacturers’ News ul 





A. G. Mason Leaves Graybar, 
Joins Thomas & Betts 
A. G. Mason, formerly wiring supply 
sales manager of the Graybar Electric 
Co., New York, has joined the headquar- 





A. G. Mason 


ter’s sales organization of the Thomas 
and Betts Co., Elizabeth, N. J. 

Mr. Mason first entered the electrical 
field as a messenger boy with the West- 
ern Electric Co., immediately after fin- 
ishing school. In 1901 he was assigned 
clerical duties in the New York house 
and later became a buyer’s clerk in 
1906. Within the short space of one 
year, he was given full buying re- 
sponsibility for all lines and the title of 
buyer. 

After 15 years’ experience in the 
clerical and purchasing phases of the 
electrical business he was transferred to 
the sales department. His first duties 
there were in connection with general 
sales to all the company’s customers. 
Mr. Mason’s last promotion as a mem- 
ber of the Graybar Electric Co. was 
from wire and conduit sales manager 
to the position of wiring supply sales 
manager in 1934. 


Vv 


Goodrich Reflectors Added 
By Hawks, Heron 


The Hawks, Heron Electric Sales 
Corps, 30 Rockefeller Plaza, New York 
City, has been appointed to handle sales 
in the metropolitan district for the Good- 
rich Electric Co., Chicago, manufactur- 
ing lighting equipment. Wm. G. Mor- 
rison has recently joined the Hawks, 
Heron staff. 


Vv 


Wilson Lighting Moves 


Wilson Lighting, Inc., manufacturers 
of lighting equipment, announce the re- 


moval of their factory and offices from 
2336 North Hoyne Ave. to 13 South 
Clinton St., Chicago. Mr. Wesley 
Wilson, president, says that the new 
and enlarged manufacturing facilities 
will enable them to bring out many 
new items under development and to 
better serve their trade. ‘This is the 
third move of this company since its 
organization in 1929. Each move has 
been made necessary by _ increased 
business. 


Vv 
New Appleton Representatives 


Hollis R. Johnson has been selected 
to handle the southwestern territory for 
the Appleton Electric Co., Chicago. He 
succeeds the late P. B. Chaney, who 
represented the Appleton company in 
this territory for many years. Frank 
C. Lewis, formerly with the Trico Fuse 
Manufacturing Co., Milwaukee, is now 
located in Atlanta, where he succeeds 
W. H. Jennings as Appleton repre- 
sentative. 


v 
Lowe With All-Steel-Equip 


R. M. Lowe, formerly of Pittsburgh, 
has joined the equipment sales division 
of the All-Steel-Equip Co., Aurora, III, 


according to F. R. McQuown, vice- 
president. Mr. Lowe will cover the 
middle west territory. 


v 


First Profit Since 1930 
Reported by Westinghouse 


The annual report of the Westing- 
house Electric & Manufacturing Co. for 
the year ended December 31, 1934, 
shows a net income earned of $189,562. 
This compares with a net loss of $8,- 
636,841 reported for the year 1933. 








Business Is On-the-Up in Detroit, judg- 
ing from the appearance of these gentle- 


men. From the left: Doug Pinney, 
record clerk, Ross’ Fife, salesman, 
Charlie Lifka, Pierce fuse representative, 
and Joe Nelson, purchasing agent. Mr. 
Lifka, for 15 years a wholesaler’s sales- 
man in that territory, joined the Pierce 
organization in September, covering De- 
troit and Southeastern Michigan. 


These results are after provision for 
depreciation and other reserves. 

“Sales billed for 1934 totaled $92,- 
158,893, compared with $66,431,591 for 
1933, an increase of 39 per cent. 

“Orders received totaled $106,473,- 
226 compared with $72,473,117 in 1933, 
an increase of 47 per cent. Unfilled 
orders at the close of the year amounted 
to $34,085,921, compared with $26,954,- 
044 at December 31, 1933.” 


v 
General Electric Earnings Gain 


At the March meeting of the board 
of directors of the General Electric Co. 
the preliminary results for 1934 were 
presented, showing orders received of 
$184,000,000 compared with $143,000,- 
000 in 1933, an increase of 29 per cent, 
and sales billed of $164,797,000 com- 
pared with $136,637,000 in 1933, an in- 
crease of 21 per cent. 

The net profits available for the com- 
mon stock, as a result of the year’s 
operations, are $17,151,000 compared 
with $10,855,000 for 1933. This is 
equivalent to approximately 59 cents per 
share compared with 38 cents in 1933. 

Between March 1, 1933 (the approxi- 
mate low), and December 31, 1934 
(the high), the number of employees on 
the payroll increased almost 37 per 
cent and the total annual payroll rate 
increased from $47,604,000 to $81,300,- 
000, or 70 per cent. 

On December 28, 1934, there were 
196,248 stockholders compared with 188,- 
316 on December 29, 1933. 


Vv 


Boone With U. S. Rubber 
Products 


C. W. Higbee, sales manager of the 
wire division of United States Rubber 
Products, Inc., announces the appoint- 
ment of C. P. Boone as manager of the 
company’s wire sales on the Pacific 
coast. 


7 


Kwikon Company Announces 
New Representatives 


The following agency appointments 
have recently been made by the Kwikon 
Co., Chicago, manufacturers of elec- 
trical fittings: Royal Smith, Dallas, 
Gulf States Sales Co., New Orleans, 
E. H. Bell, Los Angeles, and Crescent 
Sales Co., Pittsburgh, Lancaster and 
Harrisburg. 

Vv 


Bryant Appoints Harold Hey 
as Eastern Sales Manager 


Harold Hey, who has had many years’ 
experience in the electrical wholesaling 
field, has joined the Bryant Electric 
Co., Bridgeport, Conn., as eastern dis- 
trict sales manager, according to an an- 
nouncement by W. J. Weaver, general 
sales manager of the company. 


April 1935 





ELECTRICAL WHOLESALING 


41 








Since the Infancy of the Commercial 
Electric Co., Toledo, Walter Barut has 


seen that orders have been shipped 
promptly and correctly. As chief ship- 
ping clerk, Walter expects the next 15 
years to be just as enjoyable. 





Industry Not Yet Ready for 
Nation-wide Television 


The annual report submitted to its 
stockholders for the year 1934 by RCA 
states that: 

“Viewed from the standpoint of pub- 
lic service our own studies agree with 
the conclusions reached abroad by com- 
petent engineering and public authority. 
These conclusions are that sound broad- 
casting and sound receiving equipment 
comprise the fundamental broadcasting 
and receiving facilities of the nation, 
with television facilities as a supple- 
mentary service; that there are no short 
cuts to the inauguration of television; 
that it must proceed step by step 
through the processes of research 
laboratory development, field demonstra- 
tion and thence to regular service; and 
that the technical, program and finan- 
cial problems involved are so great as 
to make it impractical to erect and 
maintain a system of television on a 
nation-wide basis, particularly in the 
United States, in the present state of 
the art.” 


v 


Mazda Lamp Prices 
Again Reduced 


A reduction averaging 21 per cent in 
the list price of 60 per cent of all large 
incandescent lamps, effective April 1, 
has been announced by Gerard Swope, 
president of the General Electric Co. 
The popular household types have been 
reduced from a retail price of 20 cents 
to 15 cents. 

“This price reduction,” Mr. Swope 
explained, “extends still further the 
downward curve, which over a period of 
many years marks the trend of prices on 
lamps manufactured by General Electric. 
Since 1921 this company has been able 
to make 17 price reductions on its 
Mazda lamps, for a total decrease of 66 
per cent from the average net prices 
of 1921.” 

Similar price reductions, also effective 
April 1, have been announced by both 
the Westinghouse Lamp Co. and the Hy- 
grade Sylvania Corp. 
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SELL YOUR 
CUSTOMERS 
THIS MODERN 
BUSHED 
ARMORED 
CABLE 









PENNA <n 
‘1 "ay “s 
wv a 


ve 


IMPROVED 


BUSHED ARMORED CABLE 


U. S. Patents No. 1,742,488 - 1,779,951 - 1,863,169 


with the patented 
PRONGED FRONT 


—that makes it easy to slip the bush- 
ing into position without removing 
paper insulation. Locking lug holds 
bushing securely after insertion. 


The alert Electrical Wholesaler offers his 
customers the latest developments in all 


Locking 
Lug 


| 





at 


Pronged End 


LE PRODUCTS 


BUSHED ARMORED CABLES 





equipment. ‘Today the innovation in cable 
is Ettco Improved Bushed Armored Cable. 
The old method of removing paper insula- 
tion to make room for a bushing is not nec- 


essary with Ettco. Simply insert the pat- 


* ented pronged end between paper insulation 
SERVICE ENTRANCE CABLES and armor, leaving paper insulation between 
ALL TYPES bushings and wires. Then, when the paper 
? insulation is torn off, there is double protec- 
FLEXIBLE METALLIC tion where it is most needed. 
CONDUIT 
e Specify Ettco . . . pioneers in the manufac- 


ture of quality conduit and cables since 1907. 


NON-METALLIC SHEATHED 
CABLE 





* 
LOOM 


EASTERN TUBE & TOOL CO., INC. 


Offices and Warehouses in Principal Cities 


‘SOLD ONLY THROUGH WHOLESALERS 














BROOKLYN NEW YORK 
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Differential Clause Defended 
at Washington Hearing 


The differential clause of the general 
wholesaling code was vigorously de- 
fended by leaders of the wholesale trade 
at the public hearings on price dif- 
ferentials held in Washington last 
oa AF month by the advisory committee of 
OLD ZONE OF USEFULNESS AND [OF NRA. ; 

FIELD OF WIRING PRACTICE/ Flint Garrison, of the general whole- 

re 7 sass saling code authority, stated: “Should 
manufacturers’ codes be permitted to 
establish minimum prices without 
specifying a differential between whole- 
sale and retail outlets, the entire whole- 
sale trade of the country would be 

. wrecked. The provision would not 
Another Example: tend to increase price of goods to the 
consumer, since it would not interfere 
with the free flow of goods through 


economic channels.” 
- 0 SE U NESS Cornelius Lauriston, representing the 
copper, brass and related alloy trade, 
urged continuance of the wholesale dif- 


A ferentials on the grounds that they have 
OT held “a definite and legitimate place in 
the economic picture.” However, he 


said these differentials should be granted 
only to those actually performing whole- 






































WIREMOLD sale functions. 
FITTING NO. C. H. Janssen, chairman, national 
5728 food and grocery distributors code 
FOR LUMILINE authority, declared that: “A distributor 
LAMP HOLDERS who comes into possession of his mer- 


chandise on a special preferential basis 
not equally available to his competi- 
tors, thus begins with a discriminatory 
competitive advantage which experience 
has shown cannot be overcome by effi- 





WIREMOLD makes this new lighting system ciency of operation. The present situa- 
a be . ‘ tion, quite aside from its disastrous 
USEABLE by providing the practical and eco- elects ween ‘Saallars, sliaunle tay 


result in severe contraction of the 
services performed by wholesaler 
grocers, with a possibility that manufac- 


nomical method for installing it. 


UST another instance of Wiremold’s versatility, turers would be forced to establish sales 

Lets “1: branches and warehouses throughout 

flexibility and adaptability to the new develop- ee couniey, with aveulle ncnninl wits 

ments in each field—while they are still NEW/ due to the duplication of sales expense, 

and with the increased sales expense of 

Send for special circular showing how Wiremold simplifies necessity passed on to the consuming 
LUMILINE installations. public. 


M. L. Toulme, National American 








LUMILINE — LUMILINE 
LAMP HOLDERS LUMILINE LAMP LAMP HOLDER 





No. 5728 No. 500 No. 5 
WIREMOLD or 700 WIREMOLD 
FITTING WIREMOLD FITTING 


SHOWING HOW LUMILINE LAMP INSTALLATION IS 
SIMPLIFIED BY USE OF WIREMOLD 














Just Before Lunch our photographer 
caught this quartet from the Walker 
« x7 ‘ Electric Supply Co., of Terre Haute, 
THE W IREMOLD COMPANY, Hartford, Conn. 4 Ind. Miss Creasey, office manager, and 

Miss Store, stenographer, are capably 
chaperoned by C. M. Lisman, secretary, 
and Ray Kruzan, vice-president. 
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Only Three Smocks? No, this is hardly | 


the case because the smockless gentle- 


man happens to be Chas. Gordon, man- 


ager, Gordon Bros., Columbus, Ohio. | 


Back to smocks again and the smock | 


wearing fellows, we meet Joe Carr 
(next to Mr. Gordon) Paul Neer and 
Vernon Shalosky, all counter men. 





Wholesale Grocers Association, said: 
“The NRA should interpret the whole- 
sale code to control all wholesaling 
functions, and should make the presently 
stayed wholesale differential clause 
effective.” 

R. S. Alexander, wholesale dry goods 
code authority, maintained that: “The 





lifferential is not monopolistic in | 


nature; it would operate to the special 


benefit of smaller firms; and it will | 
afford the consumer a greater measure | 


of service and convenience. It is not 


improbable that prices on standard ; 


articles handled by the large inde- 


pendent stores would be increased some- | 


what. This would be offset by the fact 


that there should be some reduction in | 


thread-on 
Wire Connectors are 


the price of non-standard and non-staple 
goods handled by these stores.” 
Strenuous opposition to the dif- 
ferential clause was presented by mail 
order, chain and department store in- 


terests. Irving C. Fox, speaking for | 


the National Retail Dry Goods Asso- 
ciation, declared that: “We ought to go 
back to open competition and the anti- 
trust laws, except that the NRA should 
be given the power to regulate illegal, 
predatory price cutting.” 


Vv 


Welcome Back, Mr. Salesman 
By RICHARD HOE OSGOOD 


Sales Representative, the Okonite Co. 
Passaic, N. J. 


The order taker is dead or dying. 
Welcome back, Mr. Salesman. The 
days of “Morning, Jack, anything in my 
line today?” are gone. There is no 
longer an order for every chap with a 
pleasant smile. Jobs are not to be had 
just by putting in a low bid. In times 
of plenty almost anyone seemed to be 
able to get by, but now the real sales- 
man is coming into his own again. The 
order taker is “bellyaching” about hard 
times while the salesman is bringing 
in the business. 

Too much electrical merchandise and 
equipment is bought and not sold. It is 








nunouncEemenut 


For the good of the industry 
the five important manufac- 
turers below are sponsoring an 
educational program in lead- 
ing electrical magazines on 
Wire Connectors embodying 
the thread-on principle. 
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being used in constantly 
increasing numbers 


1. Make a safer, neater, stronger mechanical joint and a 
better electrical connection. 

2. Applied easily and quickly. 

3. Reduce wiring costs materially. 

4. Sizes to fit all common wiring joints. 

5. Prices have been reduced six times because of produc- 
tion economies due to increased sales volume. 

. Millions in use—Demand has increased steadily for 
12 years. 


Cn 





Live Jobbers are profiting on the constant and 
growing repeat orders on these Connectors. 








Approved by Underwriters’ and Factory Mutual Laboratories. 
Recommended by National Electric Code 


Fully protected by Basic U. S. Patent No. 1,700,985 
Substantiated by two major court decisions. 


BRYANT ELECTRIC COMPANY 
GENERAL ELECTRIC COMPANY 


IDEAL COMMUTATOR DRESSER CO. 








Tapered spring in- 
sert presses clean 
threads into wires — 
acts as a current car- 
rying sleeve—giving 
@ pressure contact — 
better electrically and 
mechanically than 
solder and tape. 
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44" molded compo- 
sition. Unaffected by 
heat, cold or moisture. 


WEISS & BIHELLER MERCHANDISE CORP. 


WIREMOLD COMPANY 





44 


ELECTRICAL WHOLESALING 





Lamp Guards 
by MSGILL 


Lamp Guards prove to be an economy 
by saving breakage, theft, relieving eye 
strain, reducing accidents, spoilage and 
increasing production. Every concern 
can use them. Profitable sales volume is 
possible with the complete McGill Line. 











A Type for Every Requirement—Send for Catalog 34 


The Loxon—has the lock feature—stopping 
theft. Made with or without reflectors, for 
regular or Mill Type lamps. 


Rubber Handle Portables—a line of portables 


with ten unusual selling features. Users 
like them. 

Bulldog—strong, sturdy, copper plated cage 
rigidly fitted to hardwood handle, with Lever 


or Keyless socket, 


Crescent -a light, strong guard, made of 
steel rods fastened to metal ring, and with- 
out socket. 

Crescent Tubular—an ideal slender guard, 


2-inch diameter, for tubular lamp. 


Safety Vuaporproof 





lamps. 


useful around gases or 
inflammable materials. 


Protector “O"” —a low 
heavily tinned stationary guard, for 25-60 


MCGILL 


MANUFACTURING CO. 
e Electrical Spectaities of Quality 





Hook Handle Portables -— have many new 
patented features. 12 types. Take regular 
or rough service lamps. 


Dreadnaught—a super-strong type of port- 
able, with weatherproof composition keyless 
socket, wood handle. 


National Portable—medium priced line—open 
cage with or without reflectors. 


Crescent Wall Guards— ideal for warehouses, 
freight sheds, cellarways, factories, marine 
work, etc. 


Gripon and Slipon Guards—stationary type— 
made for regular or Mill Type lamps—priced 
to sell readily. 






Heavy steel frame. 











cost, open bottom, 








ESTABLISHED 1 


VALPARAISO 


904 
- INDIANA 






Box No. 636 








N our 2 complete fan lines 

COOL SPOT and SIGNAL 
this year you'll find numbers 
to meet all customers’ re- 
quirements for sizes and 
prices. If you haven’t our 
1935 fan presentation, send 
now for it. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 
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WHOLESALERS WHO SELL 


KWIKON ConouitT Fit- 
TINGS KNOW THIS LINE 











HAS A “BUILT-IN” QUALITY 





WHICH MAKES IT A LEADER 





IN CUSTOMER SATISFAC- 





TION 








i MARK REGISTERED 


A MARK OF QUALITY 





KWIKON CO. 


JACKSON BLVD., CHICAGO 





626 W. 








high time that we all (manufacturer, 
wholesaler, contractor and contractor- 
dealer alike) started to sell and not just 
offer our product or services for some 
one to buy. The man securing the busi- 
ness today is the one who won't take 
“No” for an answer. The one who uses 
his imagination and ingenuity to pry 
open or create jobs where it seems im- 
possible to find them is the real sales- 
man. 

Every day we read or hear about 
someone who got an order right under 
our noses. That chap is a salesman— 
take your hat off to him. Don’t com- 
plain because you think he cut the 
price, got the “breaks” or has all the 
luck. Instead, stop a minute and study 
how he works. Like fingerprints, no two 
salesmen’s methods are exactly alike. 
However, the fundamental principles 
which govern their actions are the same. 

Each is trying to get Mr. Buyer into 
a buying frame of mind. This done the 
final act is to get Mr. Buyer to buy 
from him and To Buy Now. Many a 
real salesman has reaped the harvest of 
the seeds sown by one who lacked the 
ability to close the deal and get the 
order. 

Today the salesman must be a walk- 
ing information bureau and an ambas- 
sador of good will as well as to be able 
to quickly and economically solve the 
problems which confront his customers. 
The manufacturer’s salesmen must be 
able to educate and direct the whole- 
saler’s men. In turn, the wholesaler 
must be able to educate and direct the 
retailer; and finally, the retailer must 
sell the consumer. There is no room in 
this set-up for an order taker. So, 
once again, Welcome back, Mr. Sales- 
man. 

v 


A Sales Talk on 
IES Study Lamps 


By A. C. DICK 


Commercial Engineering Dept., 
Westinghouse Lamp Co. 


The familiar “goose-neck” lamp is 
far from desirable as a source of read- 
ing light. It produces light over a very 
restricted area. Only a small spot on 
top of a desk or table can be lighted to 
the proper intensity. Also, it creates 
deep, heavy shadows, leaving the re- 
mainder of the room in darkness and 
producing sharp contrasts with the 
brightly lighted working areas. If the 
shade is not properly adjusted, direct 
glare also strikes the eyes, while re- 
flected glare from the reading page is 
almost always present. Naturally, such 
conditions are not conducive to accurate 
work or comfortable vision over long 
periods of time. 

For best results, a reading lamp 
should illuminate the entire desk top 
with light of proper direction and in- 
tensity. Some of the light should also 
be directed toward the ceiling so that 
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the remainder of the room is lighted 
with indirect illumination. Even though 
this extra illumination may be of lower 
intensity, it removes sharp shadows and 
harsh contrasts between the light and 
dark areas in the room. Also, it 
minimizes any tendency of reflected or 
direct glare on the work or reading 
matter. 

Be sure that the lamp bulb is large 
enough. A 75 or 100 watt lamp may be 

















Gooseneck lamps lead to strained eyes 


necessary to provide comfortable read- 
ing or study conditions. The average 
cost of using a 100 watt Mazda lamp as 
a source of light for home study 
throughout grammar and high school 
years amounts to about $9.00 for the 
12 years, or about 75 cents per year. 
Certainly there is no cheaper insurance 
against eyestrain. 

A reading light should not only have 
a large enough lamp to insure ample 
quantity of light, but it should be so con- 
structed that the light will be distributed 
over a reasonable working area. Other- 
wise your children must assume an un- 
natural sitting position in order to get 
their books or papers under the light. A 
faulty posture may develop in time. 


























IES study lamps provide ample light, 
properly distributed 


Furthermore, the job of seeing under 
such conditions becomes an effort, forc- 
ing the children to squint. The strain 
may soon develop wrinkles around the 
eyes. Before you know it, the children 
are victims of near-sightedness. While 
still adolescent, their eyes have turned for complete details re- re ree ee ahaa 
old, and they must wear eyeglasses to USE garding “latest develo Name 
recapture. their birthright of young THE ments in Bond Flash- 


| eyes Old eyes appearing in young | THE fate, Monocal ee a ccanae 


























people today as a result of inadequate ler vada, tanttle d 
lighting in the home and elsewhere, CcOU- ye re ye Mn. cou —_ 
is nothing more than neglect of the | PON tubes and condensers, 
rankest sort. automotive specialties. | Address.....-----sseeeeeeeeccccevecees 
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A Section Devoted to Manufacturers’ 


Descriptions of Their Products 








Streamlined Range 


With a work height of 36 in., this 
streamlined table-top range may be fitted 
flush with other work surfaces in electric 
kitchens as the convenience outlet is on 
the front of the range and the oven con- 
trol is on the top. Important features in- 
clude: pilo light to indicate to user when 
oven has reached the set temperature; 
embossed panelling to accentuate beauty 
of range; new type catch on oven door 
permitting use of a well-designed door 
handle; new clock capable of controlling 
3,500 watts at 250 volts, a.c. Clock is 
electrically driven, has a “carry over” 
of 3 hours in case current should be in- 
terrupted. Oven is controlled by direct- 
action, built-in thermostat. There are 
two oven units of 1,500 watts each and 
three open surface units, one of 2,000 
watts and two of 1,200 watts. Platform 
of range is finished in acid-resisting white 
porcelain enamel. Ends and legs are fin- 
ished in high-temperature Delux. West- 
inghouse Electric and Mg. Co., Mans- 
field, Ohio. — Electrical Wholesaling, 
April, 1935. 


All-Rubber Cord 


Specially styled to present an attractive 
appearance, this all-rubber parallel lamp 
cord is unusual in that both copper con- 
ductors are insulated simultaneously with 
at least a 1/32 in. wall of high-grade 
rubber which affords good insulation and 
abrasion characteristics and, in addition, 
permits easy separation of the individual 
conductor for assembly purposes. The 
cord has a series of longitudinal ridges 
in its outer surface and is uvailable in 
four standard colors; brown; ivory, black 
and olive. Underwriters’ Laboratories 
bracelet labels are carried every five feet. 
This cord is approved for the following 
uses: portable lamps; portable radio re- 
ceivers, portable clocks and similar appli- 
ances which are not likely to be moved 
frequently, but which require a cord of 





attractive appearance. General Electric 
Co., Bridgeport, Conn. — Electrical 
Wholesaling, April, 1935. 


What's 


New Monitor and Flatop Models 


With hermetically sealed units» as 
standard in all but two large flatop 
models, this 1935 line of refrigerators 
features a material reduction in operating 
costs and notable increases in refrigera- 
tion capacities. There are 14 domestic 
models ranging from four to 15 cubic 
feet capacity. Forced oil cooling has 
been incorporated in all of the models. 
Cabinet designs are virtually the same as 
last year. The majority of models are 
equipped with foot-pedal door openers, 





automatic interior lighting, temperature 
controls that provide for fast and slow 
freezing, a new defroster and a simple 
cam tray release. The defroster allows 
uninterrupted refrigeration during de- 
frosting. General Electric Co., Nela 
Park, Cleveland, Ohio. — Electrical 
Wholesaling, April, 1935. 


Breakfast Service Set 


Featuring the two most essential 
breakfast appliances, this deluxe break- 
fast service set is designed to make the 





“ 


preparation of the “standard” American 
breakfast a simple and convenient task. 
The set includes: an egg cooker with 
ivory porcelain and gleaming chrome 
dome; an all-chrome, two-slice toaster; 
four hobnail egg cups and a spacious, 
light weight, Bentwood tray, finished in 
walnut. Hankscraft Co., 1011 East Main 
St., Madison, Wis.—Electrical Whole- 
saling, April, 1935. 


New 





Roamio Auto Radios 


Equipped with the patented Syncrotube, 
these Roamio automobile radios do not 
require the use of a separate rectifier tube 
or motor generator. The tube also elim- 
inates the need for “B” batteries and 
gives more economical and better per- 
formance the manufacturer claims. These 
sets also feature greatly increased tube 
efficiency. Model 4Al, a four tube set, 
contains two double purpose tubes which, 
combined with the syncrotube, give it a 
performance equal to that of a seven tube 
receiver including a rectifier. Similarly, 
the 5A3, with its two double-purpose 
tubes, has the performance of an eight- 
tube set. In addition, these features re- 
sult in a saving in battery consumption of 
three tubes. Powerful six-inch, full 
floating, moving coil electro-dynamic 
speakers bring an undistorted, realistic 
reproduction of broadcast programs — 
whether the volume is down to the 
softest tone or turned on full strength. 
Chassis, speaker and Syncrotube power 
supply are all housed in one compact case. 
These sets have superheterodyne circuit, 
automatic volume control and remote-con- 
trol airplane type dial. Crosley Radio 
Corp., Cincinnati, Ohio. — Electrical 
Wholesaling, April, 1935. 


Two-Piece Sign Receptacle 


With an automatic lock pin as _ its 
central feature, this porcelain two-piece 
sign receptacle avoids the usual trouble 
of loosening rings, according to the man- 
ufacturer. An ordinary ratchet pin locks 
the rim in any position. There is no ad- 
ditional effort required in installing and it 
can be taken apart just as easily as the 
regular type. Eagle Electric Mfg. Co., 





STRIPPED <> 


59-79 Hall St., Brooklyn, N. Y.—Elec- 
trical ‘Wholesaling, April, 1935. 
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Radio Meter Combination 


Designed for use with the meter pay- 
ment plan for merchandising electric re- 
frigerators, the “Radio Len-O-Meter” is 
a combination of coin meter and kitchen 
radio. The new device is tamper proof 
and constructed so that the coin which 
keeps the refrigerator operating also pro- 
vides current for the radio. The radio 
is finished in white and almost entirely 
conceals the meter part of the combina- 
tion. Made by a well known manufac- 
turer, this radio unit is a four tube set 
with built-in antenna. One of the prin- 
cipal factors which led to the develop- 
ment of this combination is the growing 
demand for two radios among families of 
moderate and low incomes, which also 
provide the greatest market for metered 





refrigerators. Housewives, particularly, 
are susceptible to the appeal of the kitchen 
radio, and the present trend on the part 
of radio broadcast stations and sponsors 
to provide daytime programs with appeal 
to homemakers is expected to fit in well 
with the “Radio Len-O-Meter” plan, 
which is copyrighted and protected by 
patents now pending. Leonard Refriger- 
ator Co., Detroit, Mich. — Electrical 
Wholesaling, April, 1935. 


Portable Electric Drill 


With a durable, aluminum alloy hous- 
ing, this Type OB-4, 3 in. standard duty, 
portable electric drill weighs but 73 Ibs. 
and has an overall length of 12 in. It 
is powered by a Signal universal motor 
for direct or alternating current of 110- 
120 volts. It is equipped with bronze 
bearings, wool packed, with thrust ball 
bearing on the spindle shaft. The speed, 
without load is 1,700 r.p.m. Other speci- 
fications: gears—special alloy, heat 
treated ; brushes—accessible from outside ; 
chuck—almond 3-jaw with key; switch- 
toggle positive make and break. Each 
drill is equipped with eight feet of heavy 
duty, rubber covered cord, covered with 





rubber cord protector and rubber plug. 
Signal Electric Mfg. Co., Menominee, 
Ohio.—Electrical Wholesaling, March, 
1935. 





Rollator Refrigerators 


Introducing color in certain models 
and the option of porcelain or “Norgloss” 
lacquer exterior in others, this 1935 line 
of refrigerators features eight different 
sizes and 18 models in two series, the 
Economy and the Deluxe. The entire 
line reflects the manufacturer’s aim for 
greater capacity, shelf area, food storage, 
economy and convenience. The classic 
lines of the cabinet, with rounded corners 
and top, have not been changed. The con- 
venience and use value of each model has 
been enhanced by many improvements. 
Screws and washers holding down top 
panel have been eliminated, providing an 
absolutely flat smooth top. Food compart- 
ment door hinge is newly designed with a 
spring that provides a self-gliding, wider 
opening door when the latch is touched. 
Door latch is responsive to the slightest 
touch of finger, elbow or hip. Interiors fea- 
ture removable and adjustable shelves, of- 
fering owners the opportunity to arrange 
or equip them to fit individual family re- 
quirements. Inertia pulleys have been re- 
leased for all models. A torque reaction 
belt tightener, providing proper belt ten- 
sion at all times, has been added. Norge 
Corp., 670 East Woodbridge St., Detroit, 
Mich. — Electrical Wholesaling, April, 
1935. 


Electric Soldering Irons 


Incorporating many features which 
are contained in higher priced tools, this 
low-priced “Green Label” line of solder- 


ee 


ing irons includes six sizes. They are 
mounted on a permanent display board, 
furnished by the manufacturer. Among 
the important points of construction are: 
one-piece, steel cases; replaceable ele- 
ments, accurately machined tips which 
may be readily removed from the irons, 
handles designed to fit the hand and rub- 
ber attachment plug caps with six feet of 
Underwriter’s Approved heater cord. 
These irons follow the pattern of the in- 
dustrial irons which the manufacturer 
has marketed for many years. They are 
listed and approved by the Underwriters 
Laboratories. Electric Soldering Iron 
Co., Inc., 342 West 14th St., New York 
City—Electrical Wholesaling, April, 
1935. 


Icyball Refrigerator 


Designed for use where gas and elec- 
tric lines are not available, this refriger- 
ator employs a freezing unit consisting of 
two special metal balls joined together 
by a strong metal tube. These balls 
contain a harmless liquid refrigerant 
hermetically sealed. The cold ball is 
submerged in a tub of water while: the 
hot ball is placed over the stove. This is 
cooked for about an hour and a half to 
force the refrigerant into the cold ball, 
which is then placed inside the cabinet. 
The refrigerant gradually vaporizes and 
returns to the hot ball. This action keeps 
the inside of the refrigerator uniformly 
cold. A tray for making ice cubes is 
placed inside the cold ball. Unit has no 
moving parts and requires no oiling. Re- 








frigerant needs no replenishing; there 
are no chemicals to add. Refrigerator 
has a gross capacity of 4.3 cu.ft. and a 
net capacity of 3.5 cu.ft. Shelf area is 
4.2 sq.ft. Finished in white lacquer with 
black trimmings, the refrigerator is sold 
complete with cabinet, stove, Icyball unit, 
stabilizer and tub. Crosley Radio Corp., 
Cincinnati, Ohio—Electrical Wholesal- 
ing, April, 1935. 


Shortwave Radio 


With a kilocycle coverage of 540-1720 
and 5400-18,000, this six-tube super- 
heterodyne, shortwave radio covers 
standard broadcast and low frequency 
police bands; an aircraft and amateur 
band and the 49, 31, 25, 19 and 16-meter 
bands of foreign entertainment. Set is 
equipped with two-point tone control, au- 
tomatic volume control, airplane dial, il- 
luminated and calibrated in both kcs. and 
megacycles. The set includes a 10 in. 
electro dynamic speaker. Cabinet is neo- 
classic, console grand type. Top is heart 
walnut while ends are selected red-gum 
face Veneer. The set measures 38 in. 





high, 24 in. wide and 11 in. deep. Radio 
Corp. of America, Camden, N. J.—Elec- 
trical Wholesaling, April, 1935. 
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Dish-Glass Washer 


Planned to give maximum efficiency at 
low operating cost, this dish-glass 
washer for commercial use, can be in- 
stalled as a part of existing work sur- 
faces or as a separate piece of equipment 
by the addition of a base-type, all-steel 
cabinet. Applying the dish washer prin- 
ciple in the washing of glassware, this 
unit numbers among its main advantages, 
the sanitary method employed in the 
washing operation and savings effected 
through elimination of breakage and re- 
duction of labor costs. Motor capacity 
of the glasswasher is 4 horsepower, mak- 
ing possible continuous operation when 
required. Control is simple with three 
conveniently placed knobs for manual 
operation of the water valve, drain valve 
and motor contact. All metal trays are 
available in combinations for glasswash- 
ing, dishwashing and combination dish- 
washing-glasswashing operations. Top 
rim and cover are standard in stainless 
metal to provide durability and eliminate 
chipping under heavy-duty use. General 
Electric Co., Nela Park, Cleveland, Ohio. 
—Electrical Wholesaling, April, 1935. 


“‘Super Freezer’’ Refrigerators 


Equipped with what the manufacturer 
calls a “super freezer,” this 1935 line of 





refrigerators includes 18 models, in four 
series known as the Standard, Master, 
Super and Deluxe. The Standard series 
features cold control, interior light, util- 
ity basket and hydrator. The Master 
series also features hydrators and sliding 
utility baskets. The Super and Deluxe 
series have a new feature called the 
“quick freeze switch’ by which a house- 


wife may speed the freezing of ice and 
desserts, with the refrigerator coming 
back to its former operating schedule 
automatically. All features of the 1934 
line are also included in the new models. 
Frigidaire Corp., Dayton, Ohio.—Elec- 
trical Wholesaling, March, 1935. 


Styled Fans 


With specially designed guard, blades 
and base to give a striking, distinctive 
appearance that will harmonize with the 
finest home settings, this line of fans ef- 
fectively combines beauty with quiet, effi- 
cient performance. The guard is of heavy 
steel wire, of modernistic design and fin- 
ished in silver-gray. The blades are of 
aluminum and are treated and enameled 
ebony-black. The die-cast base is like- 
wise finished in ebony-black with a touch 
of silver-gray. The motor and blades 
have been perfected to insure ultra-quiet 
operation, thus making the fan especially 
suitable for lecture halls, mortuaries, 
reading rooms, churches, hospitals, etc. 
The blades are a combination of com- 
plex curves shaped to eliminate wind 
noise and deliver the maximum volume 





of air. Motors are of the induction type 
—they do not interfere with radio re- 
ception. A dynamically balanced rotor 
insures quiet, smooth operation. The fans 
are of the oscillating type, suitable for 
wall or bracket mountings. They are 
available in three sizes: 10 in. with an 
air delivery of 550 cu.ft. per minute; 12 
in. with a delivery of 1,000 cu.ft. and 16 
in. with a delivery of 1,550 cu.ft. Wag- 
ner Electric Corp., St. Louis, Mo— 
Electrical Wholesaling, April, 1935. 


Junior Wire Connector 


Especially adapted for cramped quar- 
ters, this Junior Universal connector fits 
all common joints, solid or stranded, up 
to a maximum of 2 No. 14 and 2 No. 18 
or 4 No. 16 or 5 No. 18 awg wires or 
equal combinations. It is a smaller ver- 
sion of the regular “thread-on” connector 
in the manufacturer’s line. Particularly 
suitable for fixture wiring, signs, shallow 
canopies, etc., this connector will fit where 
large connectors cannot be used. Ideal 


Commutator Dresser Co. — Electrical 
Wholesaling, April, 1935. 





Double Base Tubular Lamp 


Based at both ends with a flat disc con- 
struction, these lamps make possible a 
continuous line of lights without the dark 
areas which the base and socket construc- 
tion of present tubular lamps produce at 
frequent intervals. The disc-like base is 
a special alloy which has a coefficient of 
expansion approximately equal to that of 
glass so as to protect the bulb against 
heat fracture while the lamp is burning. 
These lamps have a tungsten filament 
construction in a T-8 bulb of one inch 
diameter and an overall length of 17% 
inches. Both 30 and 60 watt lamps are 
available, designed for an average life of 
1,500 hours on 110-120 volt service. With 
an overall length of 17% in. any number 
of these lamps may be installed end to 
end. For added flexibility, where they 
may be more effective when used ex- 
posed, these lamps will be available in 
outside frosted bulbs of various colors. 
In the colored lamps the filament is ob- 
scured and, as a result, the lamps resem- 
ble a uniform tube of light. Westing- 
house Lamp Co., Bloomfield, N. J.— 
Electrical Wholesaling, March, 1935. 


Wedge-On Conductor Terminal 


Designed for use with wire ranging 
from sizes No. 22 to No. 4, this new 
mechanical lug features speed and sim- 
plicity of installation as well as per- 
manency of connection. The installation 
merely consists of exerting a tremendous 
mechanical pressure on the wire by means 
of forcing the tapered wedge into the bar- 
rel with a specially constructed tool. Just 
enough insulation is cut off the cable so 
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that when it is introduced into the lug, 
the bare wire is within the whole length 
of the tapered wedge and the insulation 
is supported by the barrel. The elimina- 
tion of the objectionable features of 
soldering and reduced costs through the 
simplified operation are the chief attain- 
ments claimed for this lug. Thomas and 
Betts Co., 36 Butler St., Elizabeth, N. J. 
—Electrical Wholesaling, April, 1935. 
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Lumiline Lamp Holders 


This receptacle and end cap are de- 
signed for use with the new lumiline 
lamps. The end cap 
has four prongs, in 
general similar to the 
male portion of a 
glove fastener. These 
snap into the corre- 
sponding recess in 
the ends of the new 
style lumiline lamps. 
The two caps at- 
tached to the lamps 
are then snapped into 
the receptacles. The 
receptacle is designed 
so that it may be 
mounted on top of the surface, in which 
case the mounting screws pass down 
through the holes indicated in the illustra- 
tion. On the other hand, the device may be 
mounted flush below a panel not more than 
ts in. thick, by cutting a rectangular slot 
to permit the % in. by § in. neck to pass 
through. Black is the standard finish for 
these receptacles and end caps but they are 








also available in white. The Bryant Elec- 
tric Co., Bridgeport, Conn.—Electrical 
Wholesaling, April, 1935. 


“Bunny” Bottle Warmer 


With all of the practical features of 
the conventional models, this “baby 





bunny” bottle warmer adds an appeal 
that the manufacturer claims attracts and 
makes sales. Designed by Elizabeth 
Marshall Harris, noted sculptress, this 
bottle warmer perfectly resembles the 
real bunny. White porcelain body is 
decorated in soft, baby colors. The unit 
heats milk to the correct feeding tem- 
perature and then shuts off automati- 
cally. A simple and fool-proof liquid 


conductor heater principle accomplishes 
this feat. There are no hot wire coils 
to burn out. The warmer quickly heats 
all standard sizes of bottles. Hankscraft 
Co., 1011 East Main St., Madison, Wis. 
—Electrical Wholesaling, April, 1935. 


Oscillating Fan 


Powered by a newly developed ca- 
pacitor motor, this 12-in. “Silver Swan” 





fan offers a startling new degree of mo- 
tor efficiency, according to the manufac- 
turers. Mechanism is fully enclosed to 
conceal and protect moving parts and is 
sealed against oil leaks. The same os- 
cillating arrangement that is employed 
on other fans in the line is a feature of 
its design. Finish is an attractive com- 
bination of mahogany lacquer on the 
guard and the base with a highly pol- 
ished natural aluminum on the fan as- 
sembly. Enclosing covers on the motor 
are streamlined. The Emerson Electric 
Co., Inc., St. Louis, Mo.—Electrical 
Wholesaling, April, 1935. 


Tungar Battery-Cell Tester 


By means of a special switch, this 
Tungar battery-cell tester may be used 
either for the usual high-rate-discharge 
tests or for open-circuit 
tests. The body of the 
new cell tester is formed 
by a molded prodhandle 
shaped to fit the hand of 
the operator. A large, 
easily read meter, lo- 
cated at the top of the 
handle, has been im- 
bedded in a wide rubber 
guard which protects it 
against shocks that 
might impair its accu- 
racy. Besides having 
usual voltage scale, it is 
marked with special sub- 
divisions which simplify 
battery - test readings. 
The special switch, 
which makes the instrument a double- 
purpose tester, is of the thumbscrew type 
and is located between two cadmium- 
plated battery prods. Readings for both 
high-rate-discharge and open-circuit 
tests may be obtained from the same 
meter. Thus, the instrument may be 
quickly converted to. test battery either 
in or out of the car, or on the charging 





line. General Electric Co., Bridgeport, 
Conn. — Electrical Wholesaling, April, 
1935. 
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Extra Profits for you 
with this Display Board 


—Set it up on your dealers counter, and 
the Esico Green Label Electric Soldering 
Irons sell themselves. It’s an easy pick- 
up business for the Wholesaler’s sales- 
man. A glance at the display board 
during his regular call tells him what 
irons have been sold. The Esico Green 
Label Line has been developed by the 
makers of the famous Esico Industrial 
Irons to sell at popular prices to the 
dealer trade. Many features of the 
quality industrial iron have been _ in- 
corporated. Sold through Wholesalers. 
Write for proposition. 


ELECTRIC SOLDERING IRON CO. inc 


342 WEST 14th ST., NEW YORK, N. Y. 














The STANDARD 
of the Electrical 
Industry 





Wolverine Lugs ‘and 
Sleeves are made 
from the best elec- 
trolytic copper with 
every process of 
manufacture under 
Wolverine control. 
The square end de- 
sign of lug gives 
greater contact area 
and better current 
carrying charac- 
teristics. 





Stock Wolverine 
Products for ready 
acceptance through- 
out the industry. 


WOLVERINE 
TUBE COMPANY 


1141 Central Ave. 
Detroit, Mich. 











| the Moock Electric Supply Co., 
| Ohio. 
|on the left, 
|is half way up the ladder. 
| Rich, 














| Serious Chaps who are doing good work 
|for the Danville (Ill.) Electric Supply | 


Co. H. H. Elgin (right) was recently | 
taken on as counter man when R. R. | 
Byrket was promoted to a selling job | 
on the outside. 


On Buying American 


If we exchange one hour of Ameri- 
can labor for one hour of foreign labor, 
we have done a useful thing only if the 
hour of foreign labor could not have 
been performed by an American. 

If we exchange one hour of Ameri- 
can labor for an hour of foreign labor 
that might have been performed by an 
have done a_ harmful 


American, we 

thing, for we have withdrawn the op- 
portunity to create wealth in this 
country. 


If we exchange one hour of Ameri- 
can labor for two or more hours of 
foreign labor that might have been per- 
formed by an American, we are not 
driving a good bargain but, on the con- 
trary, we are doing a harmful thing, 
in that we are postponing the oppor- 
tunity to create wealth in this country 
until such time as our wage rates can 
be lowered to the foreign level. And, 
in the meantime, in depriving the Am- 
erican workman of his opportunity, we 
also deprive both industry and agricul- 
ture of his spending power. That 
spending power, expressed as it is in 
houses, transport, food, clothing and a 
thousand other directions, means more 
to us than getting cheap foreign goods. 
—SAMUEL CROWTHER in “A Primer,” 











SHERMAN 


Solderless 
Service 
Connectors 


These are the univer- F 
sally accepted type but 
have additional im- 
provements and ad- 
vantages—nut easy to 
start; no sharp edges; 
tight contacts; wire 
size part of SHERMAN 
catalog number, easy 
to order and use; bolt, 
spascr and nut an in- 
tegral assemb!y; tough 
beonze in every part. 


ORDER THRU 
YOUR JOBBER 


B. SHERMAN MFG. CO. 
BATTLE CREEK, MICHIGAN 














OUT THIS MONTH! 


Verified Directory 
of 
Electrical Wholesalers 


1935 Edition 
(Completely Revised) 


Order from 


The Electrical Trade Publishing Co. 
330 W. 42d St. New York City 














published by the Chemical Foundation, 


| Inc. 





Three of the men 


Each A Worker. 
| who help keep the wheels moving at 


Akron, 
George Bellows, driver, stands 
Paul Close, receiving clerk, 
Lloyd Hup- 


who services refrigerators, com- 





pletes the trio. 


SALESMEN 


(Fx BOC PLDRE® DE AEE 











refer to 


*sELECTRICAL 
CONTRACTING’? 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 














Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 


Asbestos Covered Resistance Wires 


The Holyoke Company, Ine. 
720 Main St., Holyoke, Mass. 
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eae 
Say~ 
“HOW ABOUT 


YOUR STOCK 
OF KLEINS’ 


Every hardware store — every 
electrical store — every dealer 
catering to the needs of electricians 
and mechanics should stock Klein 
Pliers. The standard Klein pattern 
— the new rounded-nose Klein — 
Klein long nose pliers — Klein 
oblique cutters — the whole family 
find a ready sale to the man who 
knows good tools. On every call 
you make be sure to say: “How 
about your stock of Kleins?” 
Reduced prices, new packaging, 
have increased the demand for 
these fine tools everywhere. The 
standard of quality ‘‘since 1857." 













Distributed 
through 
jobbers 








TRADE MARK 





Klein Pliers are 
mounted individ- 
ually on cards 
and wrapped in 
cellophane. Let 
this new attrac- 
tive method of dis- 
playing sell more 
Kleins for you. 


Mathias & Sons 





3200 BELMONT AVE., CHICAGO 


Recent Trade Literature 


BryAnt Exectric Co., Bridgeport, | 
Conn.—Supplemental catalog page, No. | 
33-A, lists and describes a new line of | 
20 and 30 amp., 250 volt, heavy duty | 
enclosed switches. 

WaGNER Ecectric Corp., 6400 Ply- 
mouth Ave., St. Louis, Mo.—Bulletin | 
178, 12 pp., illustrated, describes the | 
Wagner line of desk, ceiling and venti- | 
lating fans for 1935. 

DANTE Exectric Mre. Co., Bantam, 
Conn.—Trade Price Sheet No. 35-A 
covers soldering lugs, terminals, fuse | 
clips, fuse pullers and plug fuses. 

H. B. SHERMAN Mec. Co., Battle | 
Creek, Mich—Trade Bulletin No. 22| 
lists solderless service connectors and | 
wedge-grip connectors. 

L. S. Bracw Mrc. Corp., 80 Duryea | 
St., Newark, N. J—Catalog No. 235-R, | 
4 pp., describes the 1935 Brach line of | 
radio accessories. | 

CorNELL-DvuBILior Corp., 4377 Bronx 
Blvd., Bronx, N. Y.—Three new con- 
denser catalogs : No. 128, 16 pp., for radio | 
parts distributors, dealers and service | 
men; No. 129, listing standard replace- | 
ment condensers, and No. 127, a special | 
industrial catalog for manufacturers and | 
engineers. 

Bryant Exectric Co., Bridgeport, 
Conn.—Table of Comparative Catalog 
Numbers,” 16 pp., a compilation of cata- | 
log numbers of electrical wiring devices 
listed by various manufacturers. 


Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. Pay- 























ment in advance is required for advertising | 
in this column. | 
| 
| 





Representatives Wanted 


Show Window Reflectors: Manufac- | 
turer of well known make of glass show | 
window reflectors has openings in sev- 
eral territories for representation on 
commission basis. Following among 
electrical wholesalers necessary. Ad- 
dress Box 41, ELectricAL WHOLESALING, 
330 West 42nd St., New York City. 

Conduit Fittings: Manufacturer of| 
conduit fittings wants live agents. Must 
be men who call on industrial plants 
and contractors. Advise territory you 
are now covering and lines you are han- 
dling. Address Box 42, ELEcTRICAL 
WHOLESALING, 330 West 42nd St., New 
York City. 

Electrical Specialties: A manufac- 
turer of electrical specialties wishes to 
obtain sales representation on a com- 
mission basis in the following terri- 
tories: 1. Washington, Oregon, Idaho; 
2. Wyoming, Utah, Colorado; 3. Kan- 
sas, Missouri, Iowa; 4, North and South 
Dakota, Minnesota; 5. West Virginia 
and Kentucky. Address Box 43, ELEc- 
TRICAL WHOLESALING, 330 West 42nd St., 
New York City. 








LONGER LIFE 
in Every Type of 
Insulated 


WIRE 
CABLE 


and 


through one 
reliable source 


CRESCENT 





RUBBER SHEATHED 
CORDS 
SIGNAL CABLES 
ARMORED CABLE 
CONTROL CABLES 
LEAD COVERED 
VARNISHED CAMBRIC 
PARKWAY CABLES 
FLEXIBLE CORDS 
WEATHERPROOF WIRE 
MAGNET WIRE 


and all kinds of Special 
Cables to meet A.S.T.M., 
A.R.A., all R.R., Gov’t and 


Utility Co’s specs. 


All Types of 


BUILDING 
WIRE 





45 Years of Knowing How 


CRESCENT 


Insulated Wire & Cable Co., Inc. 
Trenton, N. }. 
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No. 130 “‘Latrobe”’ 
Adjustable Watertight 
Floor Box 


No. 130 Box with No. 207 Bell 
Nozzle. Cut-away view illus- 
trates how tapered unit recep- 
tacle fits tapered opening in 
adjustable ring. Design elimi- 
nates many small parts. Cover 
plate 312” — overall height 
342”, 








No. 300 “‘Latrobe”’ 
Midget Floor Receptacle 
and Box 
The only non-watertight floor 
receptacle and box on the mar- 
ket approved by the Under- 
writers laboratories for installa- 

tion in wood floors. 














No. 252-R Two Gang Box 


Two gang Adjustable Floor Box 
with No. 208 Receptacle in one 
section. One cover plate with 
Y2” Flush Brass Plug and the 
other cover plate with 2” Flush 
Brass Plug. 


for Wholesaler profits 


FLOOR BOXES 
FULLMAN 
MFG. CO. 


LATROBE PA. 


MANUFACTURERS OF QUALITY 
FLOOR BOXES AND SPECIALTIES 
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Simple and Effective 
“ILSCO” 


SOLDERLESS LUG” 





@ The ILSCO Solderless Lug not only provides 
an effective mechanical and electrical connection 
— = £ simple in construction that anyone can 
apply it. 


Serrations assist in gripping wires—stranded 
wires are forced into a solid mesh. 100% sal- 
vage value—each lug takes care of various size 
wire—low cost. 






Ilsco solder lugs show the size of the largest 
wire they will take. 


Wholesalers should write for complete data and samples 
of all Ilsco Products. 


ILSCO COPPER TUBE & PRODUCTS, Inc. 
5629 Madison Road Cincinnati, Ohie 


YAGER'’S 
has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


Vg pound cans .... $0.50 ea. 

1 pound cans..... .80 ea. 

5 pound cans..... 3.00 ea. 
Less by reshipper cartons. 


Ask for 
FREE SAMPLE 


Alex R. Benson Co. Inc. 
Hudson, N. Y. 








YAGERS 




















lts Better 
Service 


Is Known 
fo 


Contractors 


SOLD THRU 
WHOLESALERS 
ONLY 














THE 





WHEN YOUR CUSTOMER 


says NO” 


IT’S TIME TO START SELLING 


Conservatively speaking, there must be a million ways of say- 
ing “no.” 


It’s said in every language and in every clime. Some people 
shake their heads sideways and some up and down. Sometimes 
a young fellow will even get his face slapped. Other times a 


salesman will hear that old one “‘not ready just now to buy.’”. 


No matter how they say it though, it all means the same thing. 
It means that the buyer is either too lazy to dig into your prop- 
osition and see whether or not it would benefit him—or else 
you have not given him a clear enough picture of just how the 
proposition can be of immediate interest to him. 


Maybe there might be an idea in this thought. The next time 
some buyer gives you the “buy later story” and has you just 
about sold that he is really honest and means to buy later 
instead of walking out—try jumping on him harder than ever 
with a real sales presentation. Maybe you will surprise your- 
self with a sale you didn’t, at first, expect to make. 








If you are looking for a good sales presentation to make—turn 
e we) te) 

to your price sheet on BUSS SUPER-LAG fuses. On it are 
sales pointers for you to use. 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. i U gr 


A Division of the McGraw Electric Company 
Py, ll Ta 

















